——— | 


Rough Proofs | 


he beards that sell the cough 
irops—but like those old Ford 


he publicity. 


aes 
Ambitious youngsters trying to 
veak into the agency business 
ave taken new hope from the re- 
ent election of Marion Harper Jr., 
2, to the presidency of McCann- 
Prickson. 


ase 8 
What ever happened to the small 
own merchant who 
alling his Main Street emporium 
hothing less than “The Golden 
Rule”? 


n the long accepted idea 
here 


ublicity. 
aes 


The Advertising Hall of Fame 
vill probably be filled without too 
much electioneering by candidates, 
since they will have had to be dead 
ht least two years to qualify. 


ze 8 
An ace copy-idea man, with “6 
rs. agncy. creative exp. plus 
bright adtnl. yrs. all phases advt. 
nd prom. desires wider oppty.” 
The sample alone should sell you. 


ses 
“May I ask what is wrong with 
more people having more money 
o spend?” asks Walter Weir, who 
bviously doesn’t expect an an- 
wer. 


aes 

Somebody is always throwing a 
monkey wrench into the advertis- 
ng machinery. Now it’s the Fed- 
‘ral Bureau of Supply, which says 
ou don’t have to change oil every 
000 miles—every 6,000 is plenty 
ften. 


Gladys the beautiful receptionist 
ays she sees Eureka is now adver- 
ising walking cleaners, and how 
fan a girl stay single with all these 
bew labor-saving gadgets for the 


home. 
rts, predicted exactly how many 
yme runs Ralph Kiner would hit 
n 1948, but it doesn’t say how far 
11 advance he interviewed the op- 
hosing pitchers. 


i 
Edgar Bergen says he’s tired 
>) “trying to turn out a funny show 
very week.” 
You don’t need to worry, Edgar, 
; long as the Bickersons keep 
zhting. 


see 
Pie Trayner, Station KQV re- 


Wilson Bros. are trying to put 
(ome oomph into men’s wear with 
uch flossy items as a gold metallic 
ports shirt for evening wear, evi- 
ently feeling that many men are 
hill cast in heroic mold. 
i 

Publishers are waiting anxiously 
» see what Santa Claus puts in 
reir stockings after Congress looks 
ver the Post Office recommenda- 
lons for second class rate in- 
reases. 


Cory Cus. 


Smith Bros. insists that it’s not | 


okes, they have provided a lot of | 


insisted on) 


Some leading Hollywood figures | 
ave recently put quite a strain. 
that | 
is no such thing as bad) 


| 


“LT knew hed forget .. .all he can think of is our new PLYMOUTH" 


UNDERSTANDABLE—This is the annual special Christmas ad of Chrysler's Plymouth 
division, which is running in ten magazines and farm papers. N. W. Ayer & Son is 
the agency. 


Trade Paper Ad 
Costs Approved 
by Armed Forces 


Publishers Finally 
Win Case; Principles 
Rule Out Other Media 


WASHINGToN—Six months of see- 
saw discussion by auditing experts 
of the armed forces ended last 
Tuesday with the release of revised 
contract cost principles which 
clearly recognize trade and tech- 
nical journal ads as an allowable 
cost in development and supply 
contracts issued by the Army, 
Navy and Air Forces. 

While the amounts of adver- 
tising allowed are subject to ap- 
proval in each instance by officers 
supervising the contract, the rul- 

(Continued on Page 57) 


Human Inertia... 


‘a tough hurdle to sales. 
See ‘Salesense,’ Page 


24. Other features: 
I sesientiatii acini rings 12 
Advertising Market Place.................0.00+ 30 
Se I rieictceonnctnecnnesisersnonneves 50 
Coming Conventions............ccccccceesereeees 63 
Creative Man’s Corner...........:.cccceceseeee 56 
Department Store Sales...............cc0ss00 41 
SEIN scceihaladidbcatnuinbeiniinessinssteatemouiion 12 
Farm Publications Linage.................0000 34 
I FI ccrcctasercseetctrencscicinmscenes 16 
Information for Advertisers...............00 12 
FI ies ciscrnnteiennneonisussetnonesoesiii 28 
Magazine Linage...........cccsceeeereeenene 54 
Obituaries ........... 62 
Photographic Review — 
Teleradio Man's COornel.........0severereses 48 
Voice of the Advertiser. 4 
Vio Cem Ob Bei ence sscceccvcescescencversesvcees 20 


Georgia Woman 
Plans Colossal 
Shopping Spree 


New YorK—The dream buying 
spree of a Pelham, Ga., housewife 
last week had one of the country’s 
high-voltage publicity outfits in 
a tizzy, chambers of commerce and 
manufacturers puzzled, and the 
lady herself—Mrs. Helen W. Bel- 
cher—sitting confidently, waiting 

(Continued on Page 57) 
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‘THE NATIONAL NEWSPAPER OF MARKETING 


Disc Production 
Begins Promptly 
as AFM Ban Ends 


Petrillo and Industry 
Agreement Will Aid 
Musicians’ Trust 


New YorKk—In the sharp light 
of camera flash bulbs, the whir- 
ring of newsreel cameras, the 
pushing of reporters and publicity 
men—and surrounded, like an en- 
tourage, by a dozen representatives 
of the phonograph record industry, 
a bespectacled, pink-faced man 
|sat in his office at 570 Lexington 
Ave. at 3:30 p.m. on Dec. 14, and 
wrote the name James C. Petrillo 
to a contract. 

Thus ended the ban against re- 
cord-making which the American 
Federation of Musicians had im- 
posed on the industry since last 
Jan. 1. 


we A year ago, Mr. Petrillo had 
said: “We’ll never make records 
again.” Last week he told the as- 
sembled group that “every great 
American has the right to change 
his mind.” 

By 4:55 p.m. of that day Arthur 
Godfrey was recording “Little 
Guy” for Columbia records. By 
5:26 RCA Victor had a chorus of 
popular and operatic stars render- 
ing, under Mr. Petrillo’s direction, 
“I’m Just Wild About Harry.” At 
the same time RCA cut a master 
record by Perry Como with orches- 
tra, of “Missouri Waltz” and “Far 
Away Places.” 

Mr. Petrillo did a vocal prelude 

(Continued on Page 62) 


Last Minute News Flashes 


NBC Promotes Heidt Shitt: 


New YorK—National Broadcast 


Allen Moving 


ing Co.’s six owned and operated 


AM stations will run newspaper advertisements on Jan. 2 promoting 
the Horace Heidt-Philip Morris shift to the Sunday 7 p.m. spot as a 


replacement for the Jack Benny 


show. NBC’s affiliates, which are 


plugging Heidt around the clock, also will be asked to schedule news- 
paper copy. NBC’s over-all promotion plans for Sunday night depend 


on its new lineup, still incomplete 


at press time. Fred Allen will shift 


his Ford dealers show from 8:30 to 8 p.m., EST. J. Walter Thompson 


Co. is NBC’s agency. 


Bakers’ Group Approves ‘49 Promotion Plans 


Cuicaco—The American Bakers 


Association approved plans for its 


1949 promotion (with a previously announced budget of $500,000) at 
its meeting here last week. While Ladies’ Home Journal, Life and Mc- 
Call’s again will carry four-color pages regularly throughout the year, 
the theme will shift away from straight promotion to include more 


public relations copy. In addition, 


there will be a small expansion in 


media circulating among public opinion forming groups, and increased 
emphasis on field merchandising services offered by ABA. The budget 


will be stepped up to $1,000,000 for 
Belding is the agency. 


each of 1950 and ’51. Foote, Cone & 


Crosley Motors Plans Largest Campaign 


CrncInNATI—Crosley Motors, through Ralph H. Jones Co., is plan- 
ning the largest advertising campaign in its history to market the 1949 
line. The budget is expected to be up at least 50% over the 1948 figure, 
with frequent small space insertions in 23 magazines. Cooperative 


newspaper copy also will be used. 


(Additional News Flashes on Page 61) 
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Coin Machine Makers 
See Growth, No ‘Boom’ 


Costs, Tax Levies to 
Get More Attention 
from Industry in ‘49 


CuiIcaco—There’ll be no boom in 
49 for the coin-in-the-slot mer- 
chandisers, but they expect a 
healthy expansion in trade and 
they’re going to pay more atten- 
tion to increased operating effi- 
ciency and avoiding unfair taxes. 

As an industry, members of the 
National Automatic Merchandis- 
ing Association, which held its con- 
vention and second annual exhi- 
bition here last week, are count- 
ing on new coin machines, an ever- 
widening list of goods and services, 
and more careful merchandising to 
improve the profit picture next 
year. 

Business has been “excellent,” 
“very good,” etc., manufacturers 
told ADVERTISING AGE, though ma- 
terial shortages have hampered 
new developments and full post- 
war production. Some operators 
who would like to have expanded 
their merchandising “locations” 
have been confronted with steadily 
increasing costs of supplies and 
maintenance, and many have post- 
poned or at least curtailed these 
plans. 


@ Displayed at the 48 show were 
new “built in” automatic cash reg- 
isters, electric push-button cigaret 
and candy bar machines, coffee and 
soup bars, sandwich, ice cream and 
french fry units, pocket-size book 
vendors, three-drink beverage dis- 
pensers, shoe shiners, etc. Exhi- 
bitors included the old standbys, 
with improved models, and the 
newcomers, some of whom were 
limited to pilot models, order 
blanks and unbounded enthusiasm. 

At special convention sessions, 
operators discussed increased ef- 
ficiency in such areas as stock 
control, service, selling locations, 
maintenance and repairs, and op- 
erating several types of equipment. 
These separate meetings were held 
for the “Big Five” of the auto- 
matic merchandising industry— 
candy, gum, nuts, cigarets and 
beverages, the last of which has 
moved up impressively during the 
past year. 

“The wind has veered toward a 
possible important price break,” 
W. T. Collett, Cincinnati operator 
of candy, gum and nut machines, 
told one of the sessions, adding that 
his firm is maintaining a low in- 
ventory and “endeavoring to be 
ready at any time to take full 
advantage of the deals and dis- 
counts that are once more playing 
a big part in the distribution of 
nickel bars.” His company has 
learned, the hard way, “to be as 
dubious of a new bar as Tom 
Dewey is of the Gallup Poll,” and 
now places relatively small test 
orders for so-called specialties, 
letting customers decide if future 
orders should be placed. 


s On the manufacturer front, I. H. 

Houston, president of Spacarb, 

Inc., New York, and a NAMA 
(Continued on Page 59) 
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Federated Stores 
Buys Milwaukee's 


Boston Store 


New YorK—The Federated De- 
partment Stores, Inc., last week 
acquired the Boston Store in 
Milwaukee, in what is reported to 
be the largest transaction in the 
department store field in recent 
years. 

The transaction involved an 
exchange of 292,000 shares of Fed- 
erated common stock for the net 
assets of the Boston Store, which 
approximate $8,000,000. Before the 


Consultant 


acquisition of the Boston Store, 
Federated’s book net worth was 
$77,000,000. 

Its sales for the year ended last 
Oct. 31 totaled $350,997,625. The 
Boston Store’s annual volume, 
between $35,000,000 and $40,000,- 
000, was the largest since its 
foundation in 1900. 


WCNX Begins Operations 


WCNX, new standard broadcast- 
ing station, with offices and studios 
at 460 Main St., Middletown, Conn., 
has started operations, broadcast- 
ing with 500 watts power, daytime 
only, on 1150 kilocycles. Richard J. 
O’Brien and William J. O’Brien Jr. 
are managing directors of the Mid- 
dlesex Broadcasting Co., the oper- 
ating company. 


Dr. Pepper Contest Set 


Dr. Pepper Co., Dallas, will open 
its third annual Dr. Pepper calen- 
dar girl contest Jan. 1. A total of 
$2,009 in cash prizes will go to 
dealers who discover the winning 
contestants for inclusion in the 
1950 Dr. Pepper calendar. 


ARI Finds Video 
Greatly Alters 
Leisure Habits 


PRINCETON, N. J.—Audience Re- 
search, Inc., last week reported 
results of simultaneous surveys 
conducted in three of the largest 
television markets, measuring the 
impact of television home owner- 
ship on the living habits of fam- 
ilies. They compare motion pic- 
ture attendance, newspaper, mag- 
azine and book reading, radio 
listening, participation in hobbies, 
and social activities among the 
television owners in New York, 
Philadelphia and Los Angeles, 
with a comparable sample of non- 
owners. The survey indicates tele- 
vision may produce some drastic 
changes in leisure time activity. 


= IZ 
te { e 
°! efe . 
e ’ e 
e 
. ca \ *y 
a 
e * 
. ra . oi 
e e 
eo e fe 
t] Dy a a5 
td 
ie 
& “ 
Ly 
——— 
~—_Z 
SA C3 
LA) YY 


. aA F< 
N 
;. 3 f Mi - 
BOE GJm 
one: a —/ ANG 
RY ONS 
~ 


Granting that home set in- 
* 
+ 
°* @ ° 
© |e 
a e ° 
* ea 
9 w 
e ;|@ 
# 
ere 
S 
| @ Ie 
e 
° ° 
e Re ’ 
” 
* 
e 
——_- 
o Oe oe 


G 


Daddy says he’s the only one that covers lowa homes 
like the Des Moines Sunday Register 


. and it keeps Santa humping to do that! Truth is, the Des 
Moines Sunday Register goes into 7 out of 10 of all the 


homes in Iowa. 
It completely dominates 
Iowa's 99 counties, with at 


(over 50% coverage) 83 of 
least 25% coverage in all the 


rest. Circulation is 500,000—only nine other cities have 


papers that big. 


Buying power? Iowa’s urban market alone accounts for 


more retail sales than Boston, St. 


Francisco—and lowa's farm 


Louis, Cleveland, San 
income is America’s highest! 


All told, lowa’s buying families spend five billion dollars 


a year. So when the Des Moi 
70% 
makes for you! Particularly 


nes Sunday Register brings you 


of these families—all together—what a package that 


at a milline rate of only $1.70! 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER anv [RIBUNE 


ABC Circulation March 31, 1948: 
Daily, 368,703—Sunday, 500,437 


Basic Member American Newspaper Advertising Network 


stallations are numerically insig- 
nificant, ARI said, “Television en- 
thusiasts tend to overlook the fact 
that 98.5% of the 40,000,000 fam- 
ilies in this country are as yet 
unaffected by this new medium. 
We found among the two groups 
that the television owner’s movie 
attendance is 25% below that of 
the control group. While this may 
indicate a _ significant trend for 
the future, the number of homes 
affected at this time could not 
contribute to any appreciable loss 
at the box office. Nor does it ren- 
der AM radio obsolete.” 


ws Interviewers asked a random 
sample of television owners and a 
matched sample of non-owners in 
the three cities questions relating 
to their activities during the eve- 
ning preceding the interview. The 
following table shows the extent 
to which the two samples partic- 
ipated in the activities questioned. 


ACTIVITIES TV Non-TV 
OwNERS OWNERS 
To % 

Visited friends 13 20 
Had friend visit 37 16 
Spent time on 

hobbies 18 24 
Attended theater 

(stage play or 

concert) 1 1 
Attended sporting 

event 1 1 
Went to the movies 7 7 
Listened to the 

radio 28 62 
Listened to records 5 12 
Watched tele- 

vision 69 8 
Read books 15 25 
Read magazines 23 30 
Read newspapers 64 69 


The question of movie attend- 
ance was investigated in more de- 
tail and on a broader basis, using 
the standard ARI movie fre- 
quency questions. Asked if they 
had gone to any movie during the 
past three weeks, 55% of video 
set owners said they had, against 
66% of non-owners. 

When asked about movie at- 
tendance during the preceding 
week, interviewers found that tel- 
evision owners’ attendance aver- 
aged one-fourth less than the 
non-television frequency. 


a The ARI says figures indicate 
only the extent to which respon- 
dents did any of these things, 
unweighted for the amount of 
time spent in each activity. For 
example, a television owner may 
have listened to the radio only to 
catch a specific program, but also 
may have watched television. The 
next table shows the amount of 
time people who engaged in each 
said that they spent at these var- 
ious forms of recreation. 

Average length of time per ac- 
tivity in minutes: 


TV Non- 
OwNERS OWNERS 

Hobby 118 122 
Radio listening 65 125 
Records 80 78 
Television 158 57 
Books 53 86 
Magazines 41 47 
Newspapers 36 42 


Total time devoted to all these 
activities other than television was 
182 minutes per person with the 


Advertising Age, December 20, 
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FREEDOM IS EVERYBODY'S JOB! 
ant = 


FOR 1949—This is one of two new Amer, 
ican Heritage campaign ads prepare 
by the Advertising Council for sponsor 
ship on New Year's Day or thereabout; 


among the television set owner 
who thus spent 52% less time o 
these other activities. 


ws The samples were asked abou 
their attendance at motion pic 
tures: “Do you attend the movie 
less frequently or more frequently 
than before you had the television 
set?” The results showed 53% o 
television owners going less fre; 
quently; 46% about the same, and 
1% more frequently. 

The sample of non-televisio 
homes was selected in such a wa} 
as to match the video group by 
age, education, economic statu 
and type of home. 

The most recent ARI home own 
ership surveys in the metropolita 
areas now served by television in- 
dicate that there were as of Nov 
1 approximately 690,000 sets in; 
stalled in homes. No count wag 
made of public installations, but 
it has been estimated to be about 
75,000. “These ownership survey 
indicate,” said ARI, that approxi 
mately 1,500,000 families expec 
to buy a television set durin 
the next year. The most importan 
reason for not buying sets now 
is the price factor. Replies o 
average wage earners in repre 
sentative families throughout the 
nation indicate that if a good se 
could be marketed for $200 abou 
half the families in the metropol 
itan areas would be interested i 
buying sets now. Currently thé 
average price of sets is $400. 


Laughlin Joins Crow 


Jess M. Laughlin, formerly west 
ern manager of Ziff-Davis Pub 
lishing Co. and more recently i 
the new business department 0 
Bank of America, has been ap 
pointed assistant advertising man 
ager of Nelson R. Crow Publica 
tions, Inc., Los Angeles, publishe 
of Western Livestock Journal an 
Western Dairy Journal, effective 
in January. 


WMMW Appoints Franklin 


William C. Franklin, forme! 
manager of Station WNAM, Prov: 
dence, R. I., has been appointe 
manager of Station WMMW, Me™ 
den, Conn., succeeding Ralph D 
Kanna, who has resigned to becorn4 
vice-president in charge of tee 
vision and radio at the Julian Gros 


; The Key to 


GUILD COMPANY 


non-television sample as com-| Advertising Agency, Hartford 
pared to 87 minutes per person | Conn. 
¥) 


Tell us about: your’ 
offer and we will 
recommend suit-— 
oble lists. “« 
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SOLD OUT... 
at a $3.60 top! 


More than 20,000 Chicagoans jammed the Stadium right up to the rafters 
Nov. 20 at The Chicago SUN-TIMES 4th Annual Harvest Moon Festival. 


The capacity crowd swarmed to see the town’s heppiest hepcats, best 
amateur ballroom dancers, outstanding girl singers and top Hollywood 
stars in another great SUN-TIMES-sponsored benefit for sick and wounded 
veterans at Chicago-area VA hospitals. 


And Chicago Stadium was completely sold out to SUN-TIMES readers 
ten days before the show—at $3.60 top! 


That’s RESPONSE—and the same solid-spending readership will respond 
to your advertising in The Chicago SUN-TIMES. Why not ask a SUN- 
TIMESman for facts and figures? 


TIMES 


THE PICTURE NEWSPAPER 


EASTERN OFFICE: 250 PARK AVENUE, NEW YORK 17, PLAZA 3-1103 
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Martin to Promote 


‘Its New ‘Tweener’ 


in 1949 Campaign 


MINNEAPOLIS—Martin Bros. Co. 
will launch a $50,000 campaign 
next March to introduce a new 
item in children’s clothing, the 
Klad-FEzee Tweener, two-piece be- 
tween season outer garment for 
girls up to ten years old. 


The drive, to include a half page 


in the March 14 Life, is believed to 
be the largest ever scheduled in 
behalf of this type of self-help 
garment. It also will include quar- 
ter pages in Good Housekeeping, 
Ladies’ Home Journal and Parents’ 
Magazine, space in The Christian 
Science Monitor and local newspa- 
per and radio advertisements in 
major markets. Network program 
participation in 1949 will include 
major giveaway shows, such as 
“Hint Hunt,” on which three 
Tweeners are given as a major 


prize. 

An extensive direct mail pro- 
gram is planned, and retailers will 
be offered a mat service, four-color 
counter cards and five-minute ra- 
dio scripts. Business paper copy 
will promote the new item to the 
retail trade. 

Manson-Gold-Miller, Inc., is the 
agency. 


George Bixby Forms Agency 


George R. Bixby, formerly with 
Bixby-Hanaway Advertising 


Agency, Providence, which has 
been dissolved, will devote full 
time to his own company, Bixby 
Advertising Agency, 171 Westmin- 
ster St., Providence. 


Bell Retires from ‘Sun’ 


Tilton S. Bell, who has repre- 
sented the advertising department 
of the New York Sun in Boston 
and the rest of the New England 
territory for the past 30 years, 
will retire effective Jan. 1. This 
area will be covered by the Sun’s 
home office in New York. 


What can you Sell 


to a piece of 
Real Estate? 


A NEW FARM HOME means mul- 
tiple new sales in the nearest Main 
Street town—no wonder 77% of the 
building suppliers and 67% of the 
hardware stores are located on Main 
Street. More than a million copies of 
PATHFINDER, America's 2nd largest 
news magazine, are read by Main 


Street families. 
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sales opportunity— begins 


with the farm market. . . 
Not because farm families saved more than 


all the rest of us put together last year... . 


Or because building reports show they are 
spending 2!» billion dollars remodeling and 


building homes and new farm buildings this 


year. 


But because of what happens when that 
farm money is spent—and re-spent—on a 


Farm Journal, Biggest —in the Country 
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new standard of living in the country’s Main 
Street towns. Over 80 million people—half the 
families of America—are swept up in the new 
spending economy of the Main Street towns. 

Are you distributing your selling messages 


in proportion to their number and proven buy- 


ing power? Join the hundreds of leading 


advertisers who are making sure through the 
pages cf Farm JoURNAL and PATHFINDER. 


3,750,000 Families Who Buy On Main Street 


Pathfinder, First — on 


Graham Patterson, President 


Main Street 
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Media National 
Volume Reaches 


$1,164,000,000 


Dailies Make Record, 
Magazines Move Up, 


Radio Trend Mixed 


New York—National advert 
sers’ 1948 investment in magazine: 
newspapers and network and se 
lective radio will reach $1,164,000, 
000, compared to $930,000,000 i: 
1947, according to year-end esti- 
mates. 

The Magazine Advertising Bu- 
reau predicts 1948 advertising rev- 
enue between $450,000,000 and 
$460,000,000 in 100 magazines and 
11 national farm papers, and an 
additional $50,000,000 in maga- 
zines not checked. National adver- 
tisers spent $442,000,000 in 111 
publications in 1947. 

The Bureau of Advertising, 
American Newspaper Publishers 
Association, estimates national ad- 
vertising in daily newspaper space 
will be $77,000,000 over last year 
with a third consecutive all-time 
record of $434,000,000, as against 
1947’s total of $357,000,000. This is 
a 21.3% gain. 

Dr. Kenneth H. Baker, director 
of research of the National As- 
sociation of Broadcasters, Wash- 
ington, last October estimated na- 
tional network advertising reve- 
nue for 1948 at $134,000,000. How- 
ever, he told AA that it will pro- 


>| bably be only $130,000,000 because 


“the fall business hasn’t been up 
to expectations.” 


ws NAB’s 1947 national network 
estimate was $125,796,000. The 
final figure from the Federal Com- 
munications Commission on 1947 
national network advertising was 
$131,000,000. 

NAB’s 1948 national selective 
estimate is $99,000,000 and Dr. 
Baker thinks this will reach $100,- 
000,000. National selective adver- 
tisers spent $91,500,000 in 1947. 

NAB will revise its estimate of 
1948 gross radio advertising reve- 
nue of $383,000,000, released last 
October, to $400,000,000, Dr. Baker 
said. This figure is reached afte: 
trade discounts and before agency 
discounts. Gross radio advertising 
in 1947 was $374,000,000. 

Outdoor Advertising, Inc., ex- 
pects the volume of national ad- 
vertising in outdoor for 1948 to be 
about 13% more than in 1947. The 
1947 figure was estimated at 
$70,000,000. This would bring the 
1948 total to about $79,000,000. 


Appoints Spinning Agency 
Lumber Fabricators, Inc., De- 
troit, manufacturer of panelized, 
precision pre-cut homes, has ap- 
pointed Rolfe C. Spinning, Inc., 
Detroit, to handle its advertising. 


Whitehill Names Galet 


Richard G. Galef, formerly with 
Earle Ferris Co. and in charge of 
publicity and promotion of Jen- 
fred Ware, has been named publi- 
city director of Robert Whitehill, 
Inc., New York agency. 


WGBR Appoints Scott 


Coleman Scott, formerly station 
director of Station WSAY, Roch- 
ester, N. Y., has been named gen- 
eral manager of Station WGBR, 
Goldboro, N. C., succeeding Leland 
B. Nelson, who has resigned. 


IF YOU USE CAR.CARDS 
Send for FREE Sample . 


“CARDISPLAY” 


_ UNIQUE POINT-OF-SALE — 
—CAR-CARD HOLDER 
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Wesco Appoints Long 

Long Advertising Service, San 
Francisco, has been appointed by 
Wesco Water Paints, Inc., to direct 
a national advertising program be- 
ginning Jan. 1. 


Names McCarty Agency 


McCarty Co., San Francisco, has 
been named to handle the business 
paper advertising of United Cen- 


_ trifugal Pumps, Oakland. 


MARK "ANDY Announces _ caren 


SCOTCH 


SAMPLE 
SENT | 
FREE 

POINT-OF-SALES big new idea — Scotch Tape | 


printed with your advertising sign... perforated | 
between each message. BABY BILLBOARDS ready to | 
teor off. Stick anywhere. No dispenser needed. Write | 


Mark "Andy, Inc. of St. Lovis 22, Missouri. 


|nmetwork executives feared might 
|\be snatched up by competitors, 


Heatter Becomes 
Mutual ‘Exclusive’ | started the trend toward direct 
network-talent contracts, with the 


New York—Mutual Broadcast- | networks peddling the performers 
ing System has signed a five-year | to sponsors. Mutual’s star com- 
contract with Gabriel Heatter for| mentator reportedly will get $1,- 
his exclusive radio and television | 000,000 under the five-year agree- 
services. ment. 

The good-news-bad-news-to- 
night commentator currently is 
heard twice a day over Mutual. 
His daytime 15-minute “Mail Bag” 
session is sponsored cooperatively 
by approximately 100 advertisers, 
Monday through Friday. His even- 
ing newscast (9 p.m., EST) is 
sponsored twice weekly by R. B. 
Semler, Inc., and Serutan Co., and 
once weekly by Noxzema Chemi- 
cal Co. 

Mutual Benefit Health & Acci- 
dent Association of Omaha will 
replace Heatter’s “Behind the 
Front Page” Jan. 9 with Lionel 
Barrymore’s “Mayor of the Town.” 
Ruthrauff & Ryan is the agency. 

American Broadcasting Co.’s 
signing of Walter Winchell, who 


"Woman's Day’ Promotes 
Anderson and Sturgis 


Arthur R. Anderson, a member 
of the sales staff of Woman’s Day, 
New York, the A&P magazine, 
since 1942, and William A. Sturgis, 
with the magazine since 1939, have 
been appointed associate managers. 
Paul J. Hassett, former assistant 
eastern manager of the Chicago 
Sun-Times, joins Woman’s Day in 
January as an associate manager. 

Paul Elrod, with Woman’s Day 
since 1947, has been promoted to 
manager of market research, and 
Helen Cassie of the magazine has 
been named supervisor of the ad- 
vertising offices. Woman’s Day re- 
ports its advertising revenue shows 
a gain of more than 30% in 1948 
over the preceding year. 


BMB Says 41% of 


Radio Homes Own 
Multiple Sets 


New YorK—Of the 39,950,000 ra- 
dio families in the United States, 
15,376,100 families or 40.9% own 
more than one set. This is revealed 
in a 48-page report on “Who Owns 
Radios?” issued last week by the 
Broadcast Measurement Bureau. 

The survey was conducted last 
April, inquiring about radio own- 
ership as of January, 1948, by the 
Market Research Co. of America 
and Alfred Politz Research, Inc., 
New York. Approximately 6,000 
families were personally inter- 
viewed. The cost of the survey is 
between $70,000 and $75,000. 

The survey found 74,000,000 sets 
in working order, in addition to 
5,000,000 out of order. Median 
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NATIONAL REPRESENTATIVES: DAN A. CARROLL, 110 E. 42ND ST.. NEW YORK 17—THE JOHN E. LUTZ CO., TRIBUNE TOWER, CHICAGO 11 


The Detroit News’ 


weekday circulation 


32,112 


—again the highest weekday 


. circulation ever attained 
bby ally Michigan newspaper é 


—And First In Total Advertising Lineage 
In Michigan—4th In The United States! 


‘ 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WWJ-TV 
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daily listening is reported as fiv 
hours and 53 minutes and media: 
nighttime listening (after 6 p.m.) 
as three hours and six minutes. 


es BMB reports 1,722,300 familie: 
with portable sets and 9,416,30( 
auto set families. Non-telephon: 
homes are shown to listen mor 
than telephone homes in the day 
time and less at night. 

Urban radio families with hom: 
sets in working order total 22,. 
951,000, representing 60% of al 
radio families in the U. S. Urba: 
multiple-set families total 10,722, 
700. 

Rural non-farm radio familie 
with home sets total 8,576,000 an 
multiple-set families in this cate 
gory total 2,898,600. Rural farn 
families with home sets total 6,- 
096,000 and families which own 
more than one set total 1,704,800. 

Geographically speaking, the 
survey found western families 
owning the highest percentage of 
home and auto radios, the great- 
est number of radio families dwel- 
ling in the North Central area, 
multiple set ownership and night- 
time listening highest in the 
Northeast and the greatest number 
of families having portable radios 
in the South. 


@ Early in 1948, survey inter- 
viewers found 2,621,700 families 
had already planned to buy 2,646,- 
400 home radios and 1,664,600 fam- 
ilies planned to buy 1,734,600 auto 
radios. By April 1 the families 
had already bought 1,276,200 home 
radios and 975,000 auto radios. Of 
the families that had bought home 
sets, 336,200 or 12.8% had not pre- 
viously owned a radio. 

The BMB also announced last 
week the appointment of a six- 
man engineering advisory com- 
mittee which had been recom- 
mended by the research committee 
on Nov. 16. The formation of this 
committee is in keeping with the 
National Association of Broadcas- 
ters’ recommendation that engi- 
neering factors be considered in 
connection with BMB audience 
measurements. 

The committee consists of R. V. 
| Howard, NAB engineer, chairman; 
|Neal McNaughton, NAB; William 
Duttera, NBC; Earl C. Johnson, 
MBS; William Lodge, CBS, and 
Frank Marks, ABC. 


= The BMB now has 774 sub- 
scribers, an increase of 68 over 
July, of whom nine have signed 
up this month. Subscribers num- 
ber 626 AM stations, 127 FM and 
13 television stations. 

The prices of BMB Study No. 1 
area report, network report and 
the complete set of station audi- 
ence reprints have been reduced 
to one-third of their original price. 
They had previously been reduced 
50%. 


Appoints Doner Agency 


W. B. Doner & Co., Chicago, has 
| been appointed to handle the ad- 
| vertising of Morris, Mann & Reilly, 
Chicago, manufacturer of Momarte 
| handbags and costume jewelry. 
Richards Joins Cox Agency 

| Thomas J. Richards, formerly an 
/anouncer at Station WSOY, Deca- 
|tur, Ill., has joined Cox Advertis- 
ing Agency, Columbia, S. C. 
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50,000 watts 


“Umbrella Coverage’—in 


all directions 
Nation’s third largest market 


First in every Philadelphia 


listeners’ survey ever made 


CBS affiliate 


Represented by WCAU Sales Staff 
in Philadelphia and New York... 
elsewhere by RADIO SALES 


WCAU gourd tng Philladallphia, 


THE PHILADELPHIA BULLETIN STATIONS 
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Canada Ends Long 
Ban on Margarine; 
Import Rule Eased 


Orrawa, Ont.—Legislation which 
has banned margarine and other 
“butter substitutes” in Canada for 
the past 62 years was thrown out 
last week by the Supreme Court, 
which held that these products may 
be manufactured, sold and used 
legally throughout the dominion. 

The court also ruled, however, 
that a ban on margarine imports 
should remain in effect. 

The court’s decision will stand 
unless an appeal from its rujing is 


—_—_- -—_—__ - 


AS 


CAPPEL MAC DONALD sc COMPANY 


filed with British officials in Lon- 
don. Its action followed a formal 
request earlier this month that the 
court decide on validity of the 62- 
year-old law. 

Canada Packers Ltd., which Ras 
its factory at Toronto, announced 
that it will soon be on the market 
with the initial supply of Canadian 
margarine. Machinery is to be con- 
verted at once for the new product. 

Although the ban on outside 
margarine is to continue, Finance 
Minister Douglas Abbott revealed 
last week that Canada is easing the 
import and quota restrictions, ef- 
fective Jan. 1, on an extensive 
list of foods and other products, 
including U. S. cigarets and cigars, 
canned meats, prepared cereals, 
paper towels and napkins, etc. Be- 
cause of the pinch on the Canadian 
economy, Canadian stores have not 
been able to import these com- 
modities for sale during the past 
year. 

After Jan. 1, Canadians travel- 
ing to the United States and stay- 


ing more than 48 hours will be per- 
mitted to bring back $100 worth of 
personal articles and gifts. They 
are limited, however, to $150 an- 
nually for pleasure trips outside 
the dominion. 


Columbia Appoints Tolnay 


Rudi Tolnay, export sales man- 
ager of Columbia Records, Inc., 
New York, has been appointed 
merchandise manager in charge of 
popular and children’s records of 
the company. 


Connolly Shoe to Northrop 


R. D. Northrop Co., Boston, has 
been named to handle the adver- 
tising of Connolly Shoe Co., Still- 
water, Minn., which specializes 
in men’s shoes of kid and kangaroo. 
National magazines will be used. 


David Cook Joins BBDO 


David J. Cook, formerly with 
L’Esperance, Sivertson & Beran, 
San Francisco typographer, has 
joined the production department 
of Batten, Barton, Durstine & Os- 
born, San Francisco. 


*. 
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...for service 


worth shouting about... 


sixty-one years 


rugged... 


22 East Illinois Street 


LOS ANGELES 
928 South Figueroa Street 
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Bob Hope Joins 
the Bidding for 
Station WHAS 


WASHINGTON—Flashing a $2,- 
000,000 plus bankroll, film and ra- 
dio comedian Bob Hope made it a 
three-way competition Tuesday for 
50,000-watt clear channel Station 
WHAS, together with television 
and other radio properties of the 
Louisville Courier-Journal and 
Times. 

Mr. Hope’s bid for the station, 
matching $1,925,000 offers pre- 
viously submitted by Crosley 
Broadcasting Corp., and Fort In- 
dustries, was submitted under the 
Federal Communications Com- 
mission’s so-called Avco rule, in- 
viting the public to make offers 
for radio stations up for sale. 

Prepared by Leonard Marks, one 
of Washington’s most successful 
radio lawyers, it reached the com- 
mission just a few hours before the 
expiration of the 60-day period of 
grace provided in the Avco rule. 


s “Sale” of WHAS, and its affil- 
iated television and other radio in- 
terests to Crosley Broadcasting 
Corp., had been announced by 
the Louisville newspapers in late 
September (AA, Oct. 4). A few 
days before the expiration of the 
60-day waiting period, Fort Indus- 
tries notified FCC it was prepared 
to match the $1,925,000 selling 
price. 

Mr. Hope’s offer came in the 
name of Bob Hope Enterprises, 
Inc., organized last month. Its ap- 
plication said Mr. Hope’s net worth 
is “in excess of $2,000,000,” and 
that he would operate the proper- 
ties in accord with the NAB code, 
and with special attention to local 
programs. 

All three offers will be consid- 
ered by the commission. In the 
event the commission is unable 
to decide in favor of Crosley 
Broadcasting Corp. as the clearly- 
to-be-preferred bidder, the issue 
will go to public hearing. 


ws In bidding for the Louisville 
properties for his initial adventure 
into station management, Mr. Hope 
competes with two of the largest 
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station operators. Fort owns se\ « 
AM ss stations—WAGA, Atlan 
WGBS, Miami; WJBK, Detr: :: 
WLOK, Lima, O.; WMMN, Fa 
mont, W. Va.; WSPD, Toledo, a: 
WWVA, Wheeling, W. Va. Ea 
of these, except WMMN, has 

FM affiliate. Fort also owns WJB! 
TV, Detroit; WSPD-TV, Tole: 
and WAGA-TV, Atlanta, th 
latter due on the air soon. It has 
applied for TV rights in Mian 
and Wheeling. 


ws Because of the FCC rule agai: 
a company holding more tha: 
seven AM rights, Fort said it wor 
dispose of “certain radio faciliti: 
if its WHAS bid were approve: 

Crosley, a subsidiary of Avc 
Mfg. Corp., Cincinnati, operates 
WINS, New York, and, in Cincin- 
nati, WLW, WLWT and WLWA 
It has construction permits for 
FM and video stations in Columbus 
and Dayton, and seeks video rights 
in Indianapolis and FM in New 
York. 

Fort Industries’ application shows 
73% of its voting stock held by 
George B. Storer, president. J. 
Harold Ryan, senior vice-president, 
holds 11.8%, and Mrs. Ryan holds 
14.9%. 


U. OF LOUISVILLE 
HOPES HOPE GETS BID 


LouISVILLE—A possibility that 
the University of Louisville may 
get a part ownership of Station 
WHAS if the Bob Hope interests 
purchase the station was revealed 
last week by Rogers Morton, pres- 
ident of the Ballard & Ballard Co., 
and a trustee of the university. 

Mr. Morton said he happened to 
be acquainted with a Chicago rep- 
resentative of the Hope interests 
When Morton heard of the Hope 
bid for the station he got in touch 
with that representative. 

“We are trying now to work 
something out for the university,” 
Mr. Morton said. He said that the 
Hope interests are “committed” 
to let the university have a num- 
ber of shares in the station. But 
the basis on which the shares 
would be acquired has not yet been 
worked out, he added. 


Crawshaw Joins Y&R 

Fred Crawshaw, formerly vice- 
president and senior account ex- 
ecutive of Garfield & Guild, has 
joined the San Francisco office o! 
Young & Rubicam as an account 
executive. 
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The votes are in! 
~ America’s home furnishings 
retailers elect “Retailing Daily 


bya UW to Ef margin! 


The ballot went to: 1.) home furnishings buyers and merchandise managers in department 
stores; 2.) all furniture stores in the nation rated over $10,000. It listed the names of 14 home 
furnishings business papers. And the retailers were asked to vote for the one they preferred. 


The tally? RETAILING DaILy piled up a preference vote that topped the next nearest 
publication by more than 3 to 1! Yes, more than three times as many retailers voted for 
RETAILING DAILY as voted for any other publication in the field! 


What’s more, the vote confirmed RETAILING’s dominant retailer-preference in every one 
of the fields it covers. (‘They’re listed below. ) 


FREE! If you’d like to see a copy of this preference study, broken down by industries, as 
well as by department stores and furniture stores, simply drop us a note or jot down your name 


and address on this page and send it along to us. 


Retailing Daily AMERICA’S NO. 1 HOME FURNISHINGS BUSINESS PAPER 


A Fairchild Publication @ 7 East 12th Street, New York 3,N.Y. 


e FURNITURE & BEDDING @ CURTAINS & DRAPERIES @ HOUSEWARES 
THE NATIONAL BUSINESS @ UPHOLSTERY FABRICS @ FLOOR COVERINGS @ MAJOR APPLIANCES 
DAILY COVERING: e GIFTS & DECORATIVE e CHINA & GLASS e RADIOS, PHONOGRAPHS, 


ACCESSORIES @ LAMPS & LIGHTING TELEVISION 
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CIRCULATION 


to an ALL TIME HIGH! 
1,043,803 


ae 
Net Paid, 1,045,803 (Regular 
mS 793,290 ae? Edition only) ; 


1946. 1947. 1948 | 


ammm, (| f REVENUE 
P NEWSSTAND Wa 
pe -_~\ U, to an 


ALL TIME HIGH! | 


>>>FULL INFORMATION FROM ANY POPULAR SCIENCE OFFICE<<< 


353 FOURTH AVENUE, NEW YORK 10, N. Y. 


CHICAGO 1: 360 N. Michigan Ave. » + + CLEVELAND 14: 328 Citizens’ Bldg. - + + DETROIT 26: 820 Book Bidg. + + 
PORTLAND 13, ORE.: 3325 N.E. Maywood Court + + + SAN FRANCISCO 8: 1003 TWA Bidg.; 240 Stockton St. + + + SEATTLE 99: 3039 3ist West 


+ LOS ANGELES 13: Architects Bidg.; 816 W. Fifth St. 
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over 200,060 : 
Largest in the Science Field 


our advertisers reach 
“for free”. 


Compare this cost with what you are paying to reach 
men. And remember, these men have shown, time 


and time again, that by nature they want to know 


about new and better products. They want Pa ts 
the information about your product just as , 


,: _- much as you want them to have it. 


e ©@ Examine POPULAR SCIENCE 
MonthlyGnd you'll find all factors 
| @ Uthat advertisers want UP 
= ~ & @ “and, the only factor ad- 
ad _Z ___vertisers want DOWN, 
' wo at is still DOWN —cost per 
Ow 4 page per thousand. 


¢ § 8-9 @ Take a tip from the 
ie * . thousands of advertisers 
+ # 4 who KNOW from SALES 

RESULTS the value of this 


<< 4 million man market. 
@ This is the medium that can 
th St. help make your 1949 a resultful 


and profitable year! 
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Advertising Age 


Publications, Inc., 
ork 18 (Lo. 
n Headquorters, | 
president and publisher. S. 
RUNS, ceetolinds Cc. 8B. GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Papers, National 
Association of Magazine Publishers, Advertising Federation of America. 


100 E. Ohio St., Chicago I! 
National Press Bldg., Wash- 
-110 Fleet St., London E. C. 4. 
R. BERNSTEIN, O. L. 


2737), 


EDITORIAL 


Editor, S. R. Bernstein 

Executive Editor, Lawrence M. Hughes 
Managing Editors, Robert Murray Jr., 
John 8. Miller 

Washington Editor, Stanley E. Cohen 
Associates: New York: John Crichton, 
Maurine Brooks, Patricia Ryden. Chi- 
cago: Murray E Crain, Emily C. Hall, 
Jeanne Scharnberg, Bruce M. Bradway, 
Merle Kingman. 

European Editor, F. A. Marteau 
Editorial Production, F. J. Fanning, 
Betty Benedict. 

Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. 


ADVERTISING 


nang I Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
New York: O. O. Black, Halsey Dar- 
row, James C. Greenwood, John P. 
Candia, Harry J. Hoole. 

Chicago: O. L. Bruns, Western Adver- 
tising Mgr. J. F. Johnson, E. S. Mans- 
field, Arthur E. Mertz. 

San Francisco (4): Simpson-Reilly Ltd., 
Russ Bidg., Wm. Blair Smith, Mgr. 

Los Angeles (14): Simpson-Reilly Ltd., 
1709 W. Eighth St., Walter S. Reilly, Mgr. 
Seattle (4): Simpson-Reilly Ltd., 6/8 
Second Ave., J. Allen Mades, Mgr. 


London ( be 4): P. A. Marteau, 107- 


110 Fleet S 


15 cents a copy, $3 a year in the United States, Canada and Pan 
America. Foreign postage extra. Myron Hartenfeld, circulation director. 


On Bent, But Not Broken, Elbows 


Henry Hough, who seems to have 
a lot of fun editing and publishing 
Oil Reporter, a sectional paper cov- 
ering the Rocky Mountain region, 
is currently concerned, editorially, 
with the amount of liquor dis- 
pensed at various conventions of 
oil men. And since some admen go 
to oil conventions, as well as to 
other conventions where Bacchus 
is a distinguished guest, what he 
has to say on the subject may be 
interesting: 

“We haven't any statistics,” says 
Mr. Hough, “but we can mention 
a lot of successful operators who 
outgrew the need for excessive 
quantities of liquor and the sort of 
stories that flow with it about the 
time they left college. And we 
know a few drilling contractors 
who would just as soon be sold 
equipment without the too-obvious 
blandishments of salesmen who 
seem to think enough liquor will 
soften the head of any prospect 
until he is a complete pushover. 

“Other aspects of modern busi- 
ness and industry are handled in 
an atmosphere of plain good sense 
—who ever cooked up the idea that 


oil country equipment can be sold 
only in crowded hotel rooms that 
stink with too much liquor and 
too much smoke? 

“How many man-hours are lost 
in hangovers? How many prized 
customers or prospects have been 
made so sick they shudder to re- 
member how they looked and 
acted? How much real selling could 
have been accomplished with the 
same amount of time and money 
that went into ‘entertaining’ that 
might have done more harm than 
good?” 

To AA, Mr. Hough explains that 
he sees some merit in the “fellow- 
ship hour” that has become a con- 
vention standby, and that his edi- 
torial attack is aimed at “the pri- 
vate-party-in-a-hotel-room prac- 
tice.” 

To all of which we add our 
hearty Amen, and a little private 
gripe of our own: That “fellowship 
hour” idea is all right, as long as 
it is kept from developing into a 
couple of hours just before a ses- 
sion or dinner at which some poor 
bloke has been invited to make a 
serious talk. 


Let's Worry About Worrying 


A faint blue haze can be de- 
tected in the business air these 
days. After eight years in which 
there was only one possible answer 
to that perennial question, ““How’s 
business?”, people are again be- 
ginning to ask the question seri- 
ously, and with a bit of a worried 
frown. 

Anyone you want to talk to will 
tell you that the election results 
have definitely slowed down busi- 
ness plans, that retail sales this 
holiday season have been “disap- 
pointing,” that Sears and Ward 
sales in Ngvember were below last 
year, and so on and on. 

Thus far, the blue haze is only a 
faint suspicion, but if the current 
conversation continues for long, 
it will grow bigger and bigger, as 
each individual adds _ increased 
amounts of indigo to the eye 
glasses with which he views the 
business scene. And then, of course, 
after enough of this sort of thing 


has affected enough people, the | 
| remaining that way is to help cre- 
|ate the kind of psychological at- 


blue haze will be there for sure, 
no longer a suspicion, but a fact. 


it is based on the most minute 
reasoning. Retail trade is “disap- 
pointing,” for instance, only be- 
cause it is not better than last 
year’s amazing record. No one has 
suggested yet that retail trade is 
falling apart; it is down a point 
or two, or in some instances five 
or six; yet everyone, from sales- 
ladies to top management, care- 
lessly describes it as “terrible”. 

If customers have stopped the 
wartime practice of rushing into a 
store, laying their hands on the 
first item of merchandise they can 
find, and rushing to have it 
wrapped before some other cus- 
tomer can grab it away from them, 
that is simply what should have 
been expected. If sales of some 
lines are slowing down moder- 
ately, that also is what any sen- 
sible person knew would happen 
some time. 

Basic business conditions remain 
almost startlingly good. But one 
of the best ways to prevent their 


The strange thing about all this | mosphere in which fact inevitably 
current worrying, of course, is that | follows fancy. 


—Electrical Merchandising 


Advertising Age, December 20, ‘4 


The following documents ra 
be secured without charge fio 
companies sponsoring them ,; 
through ADVERTISING AGE, by in 
national advertiser or adverti: in 
agency executive writing on } 
business letterhead. Address \ 
VERTISING AGE, 100 E. Ohio St 
Chicago 11. 


No. 3200. Slip Into a White Cog 
for a Minute. 


In this new brochure, Dent 
Survey describes in detail j 
editorial policy and scope, an 
reports its readers’ interest, no 
only in editorial pages, but adver 
tising pages, as well, for infor 
mation about new methods, instru 
ments, equipment and materials 


No. 3201. A Linen Closet Inven 
tory. 


Ten major linen closet product 


Yule, Lovely Yule 


which means Bing Crosby, Lionel 
Barrymore and riot at Macy’s. 

Comes now the trolling Yuletide 
carol, the bloated charge account, 
the useless gift, and that saddest 
of events, the Association Christ- 
mas Party. 

Once each year every associa- 
tion, no matter how dry its ses- 
sions during the year, how charged 
with unpleasant statistics in its 
report, how dreary the food at its 
monthly conclaves, puts out a 
splashy invitation to a Christmas 
party. 

This party will be held at noon, 
in a ballroom of a hotel suitably 
decorated for the occasion (three 
streamers and a blowsy bell), the 
guests will be lured by door prizes 
and entertainment. The biggest 
card in the local chapter will be 
the master-of-ceremonies, the 
president will have a word to say, 
the whole affair will consume 
about three hours, there will be a 
few celebrants having such a good 
time that they move on to the 
bar instead of the office, and the 
management of each happy cele- 
brant will pick up the tab—ranging 
from about $5 to $12.50. 

Further, since every association 
must have its Christmas party, the 
third week in December is plas- 
tered with parties. 

A lucky celebrant hardly shakes 
off the glee of the Association of 
Wholesale Bottle Warmer Sales- 
men before he plunges headlong 
into the Beeswax Barrel Builders’ 
bacchanal. From party to party he 
staggers, carrying his indigestion 
with him, and if—by the time 
he plops down at his own hearth- 
side and watches his children pre- 
paring for Christmas without the 
jovial blandishments of business— 
he feels a little jaundiced, who’s to 
blame him? 


Revival 

For years, George Scherr Co., 
New York, precision tool maker, 
utilized a unique selling plan. It 
had “shop agents” in plants where 
machine operators, toolmakers and 
mechanics were employed. The 
agents sold the other workers tools. 

The agent got the tools at 15% 
off list price, sold them at list. 
Scherr encouraged a_ ten-day- 
money-back offer. 

During the war the system was | 


disrupted because of priorities and | 
tool shortages. But last week | 
Scherr was back again, soliciting 


Comes now the Christmas season, 


agents with a direct mail booklet. 

It’s an interesting plan. And it’s 
an interesting indication that com- 
petition and old selling methods 
are returning in many fields. 


Into The Lingo 


Funk & Wagnalls pursues the sal- 
utary practice of sending out a 
supplement showing new words in 
the language, some of which don’t 
stick around long enough to be ac- 
cepted in the next Standard Edi- 
tion. 

The fall supplement shows a 
rash of scientific terms: biome- 
chanics bevatron, mach number, 
cyclonium, radioisotope, etc; it also 
mirrors our language: proximity 
fuse, Progressive party, Dixie-crat, 
script (as a verb, a la Variety), 
operation (as in operation vittles), 
ram jet, cold war, spiv, sixty-four 
dollar question, wax (verb, like 
script), new look, narcosynthesis 
holidate, and bottled lightning. 

Before any of our readers ask, 
bottled lightning, here, means “a 
small quartz tube filled with kryp- 
ton which, on ignition by an elec- 
tric spark, yields an instantaneous 
lightning-like flash...” 

What you think, vodka? 


Jottings 


If you have a man on your gift 
list who has everything, Friez In- 
strument division of Bendix Avi- 
ation Corp. is suggesting you give 
him a Windial, a gimmick which 
shows which way and how hard 
the wind is blowing, for only $225. 
At that, we’ve met a lot of men, re- 
cently, who were wondering which 
way the wind is blowing, and that’s 
cheap enough to find out.. 

On second thought, there was a 
$225 pair of 14 karat gold-trimmed 
braces advertised by a New York 
shop a couple of weeks ago. What 
profiteth it a man to know which 
way the wind’s blowing if he can 
spend that much to hold up his 
pants? . 

The New Yorker recently carried 
a small advertisement headlined 
“Live in New York... Rent Free.” 
All you have to do is buy a double 
duplex house in the East Sixties, 
price $70,000... 

And that Springs Cotton . Mills 
campaign is being studied by a 
group of Princeton advertising stu- 
dents. Testing consumer reaction. 
The results will go to Springs Mills 
and Erwin, Wasey & Co. Wonder 
| how many people the students in- 
terview will understand about cal- 
lipygian?... 


are covered in this study: b 

and table linens and various for 

of toweling. The findings, repre 
senting results of almost 800 con! 
pleted questionnaires returned b 
Fawcett Women’s Group reader 
show ownership, brand prefer 
ences, buying habits, place of pur 
chase, fabric preferences and man 
other details. 


No. 3196. Sales Opportunities fo 
Drug Store Products. 


The research department 4 
Curtis Publishing Co. has pub 
lished this 190-page analysis « 
the country’s $3,616,000,000 ma 
ket for drug store products as a 
aid to manufacturers and distri 
butors in solving some of their dis 
tribution and advertising problem 
The study gives statistics on th 
number of drug stores in each cit 
and county and the percentage 
their sales to the national market 
the number of doctors, hospital; 
dentists and veterinarians in eac 
county, and the estimated whit 
family count and the total 194 
population for counties and citie 


No. 3189. Plumbing and Heatin 
Market Possibilities by State 


The marketing and research bu 
eau of Domestic Engineering Pub 
lications has compiled this tabu 
lation, which shows the per ce 
of total plumbing and heating sale 
possibilities in each state, alon 
with data on population, numbe 
of dwellings, income, value ° 
building permits, and number 0 
wholesalers and plumbing an 
heating contractors. A correspond 
ing U. S. map shows the state fig 
ures, and text explains annus 
sales quotas—how the percentaze 
are computed—and tells how min 
ufacturers are using them. 


No. 3183. New Facts About Wash 
ington, D. C. 

Illustrated with photograp. 
maps, charts and graphs, t1i 
booklet, issued by the Washingio 
Times-Herald, is filled with up- 0 
date information on populato! 
growth, housing, employment, 1 
come and retail sales in the Wash 
ington, D. C. market. It includes a! 
analysis of newspaper circulatio 1 
reader expenditures, duplicatio! 
and advertising cost-per-dollar. 


No. 3198. After All.. 
Inquiry? 
Questions about inquiries a. 
what to do with them are answe!¢ 
in this pocket size booklet, issi ¢ 
by Putman Publishing Co. It a's 
contains suggestions on how to Fe 
advertisements, how to qualify 1 
quiries for follow-up, how to pe 
pare systems and forms for f)! 
lowing up inquiries with sailé 
representatives, and how to kee 
daily and monthly records. 
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Up-to-date linage figures again prove 

there can be only one FIRST, and im 

Philadelphia, the FIRST newspaper 1s 
THE INQUIRER 


THE INQUIRER leads the second Philadelphia newspaper by 4,750,000 lines. 


Both THE INQUIRER and the second newspaper publish seven days a week. 
All figures are seven-day totals from Media Records. 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


he Philadelphia Inquirer 


Exclusive Advertising Representatives 


T.W. LORD, Empire State Building, N.Y.C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Longacre 5-5232 Andover 3-6270 Cadillac 6005 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 
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three leading sportsman's magazines 
during the first 11 months of 1948, 
as compiled by Printers’ Ink. 


PAG E - of advertising* 


A typical Fact Sheet from the 
Field & Stream Research Files 


Pr ertetl 


Ie’s a fact that Field & Stream 
is FIRST in 
advertising! 


More advertisers used more space in firs 
11 months of 1948 and for the past 38 yea 
in Field & Stream than in any other sport 
man’s magazine—because they buy adver 
tising on facts and figures. 
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OF FIELD & STREAM READERS 
OWN AUTOMOBILES! 


GET THE FACTS & FIGURES Not just general information, but reliable and authentic facts and figures 
about your product—the market-use habits, ownership, buying intentions, 


ABOUT YOUR PRODUCTS AND sporting goods dealer attitude, and a wealth of other facts you can use 


to make your advertising dollars produce better results. 


THE SPORTSMAN’S MARKET 
A complete set of facts and figures about your own business is available 
at no cost from any Field & Stream advertising office. 


FROM FIELD & STREAM 
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| op-Right sportsmen | 


 Point-of-sale for more than | 


FIELD & STREAM ADVERTISING OFFICES 
Pacific Coast Detroit 


New York Chicago 

Fred Klaner, Advertising Director, J. Williams Macy, Western Mar., William F. Coleman, Charles J. Sheppard, 

Field & Stream Publishing Co., Wrigley Building, 1038 Henry Building, Sheppard & Sheppard, 

515 Madison Avenue, New York 22, N. Y. Chicago 11, Illinois Seattle 1, Washington 1963 Penobscot Building, Detroit, Michigan 
Telephone: PLaza 3-8544 Telephone: Delaware 8994 Telephone: Elliot 4315 Telephone: Woodward 2-3080 
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Book Council Names Canaten 


Donald S. Cameron has been ap- | 
pointed manager of the American | 
Book Publishers Council, Inc., New 
York. He joined the council in 
1946 as assistant to Harry F. West, 
managing director. Later he be- 
came editor of the “Council Bulle- 
tin,” issued semi-monthly to all 
members, and secretary to the book 
distribution committee. 


Topps Appoints Harrison 


Leonard Harrison has been 
named director of advertising and 
sales promotion of Topps Chewing 
Gum, Inc., Brooklyn. He held a 
similar position with Sales Af- 
filiates, Inc., Universal Laborator- 
ies, Inc., and Marlin Firearms Co. 


$1.31 for ordinary film plus pro- 
cessing. Sales personnel use a De- 
monnay Budd flasher unit to snap 
photos of prospective customers. | 
Demonstrators at Jordan Marsh 
were given brief training at the 
Polaroid Corp. plant here and are 
| checked periodically by the manu- 
facturer’s sales promotion staff. 
Mr. Casselman, who came to 


lst Polaroid Camera 
Test Brings Sales 
As Fast As Prints 


CAMBRIDGE, Mass.—After only 
two weeks of sales limited to 
downtown Boston, the demand for 
the $89.75 Polaroid camera is ahead 


of production, Robert C. Cassel-| Polaroid seven years ago from 
man, sales promotion manager,|™arket research at Lever Brothers 


has disclosed. Co., would not hazard a guess when 
The revolutionary camera pro- | sales will begin in other markets. 

vides a finished print only 30 sec- | Plans are being made to enter new 

onds after the shutter is snapped. It |™@rkets as soon as the Boston de- 

was placed on sale at Jordan Marsh |™@nd can be charted. 

Co. and 20 photographic equipment! Batten, Barton, Durstine & Os- 


stores with introductory ads of two | born here is the agency. 
full pages in three newspapers 
here. Jordan Marsh sold out its| Boosts Anderson and Buley 


supply the first day. Orders for| James A. Anderson, 


ADS PULL BETTER 
Illuatrated with EYE * 
CATCHERS photos. 
Dramatize covers, house 
organs, posters, every 
promotion job. 100 new 

hotos monthly. Used 


as fast as production facilities per- 


divisional merchandising manager, 


EYE* CATCHERS, Inc., 10 East 38$t.,N.Y.¢.16. | tures is $1.75, which compares with manager of stainless sales. 


assistant 
“several hundred” are being filled| manager of the district sales of- 
fice in New York, has been named 


mit, Robert G. Hoye, the store’s| 4ssistant general sales manager of 
ss \Babcock & Wilcox Tube Co., 


Wetton ever eet |Beaver Falls, Pa. William H. 
proofs No. 108. : |'Buley, manager of the general 


The cost of a roll of eight pic- sales office, has been appointed 


AND 


SUNDAY & EVENING 
P= (300108 [lol 


MID-NOVEMBER AVERAGES 


AND 


THE DAILY 


KLAHOMA 


OKLAHOMA CITY — 


TIME 


The Oklahoma Publishing Company; The Farmer-Stockman; WKY, Oklahoma City; 
KVOR, Colorado Springs; KLZ, Denver (Affiliated in Management) 


Represented By THE KATZ AGENCY 


Advertising Age, December 20, 1£ 4 
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Ten months’ spare time spent on research and writing by James C. 
Taylor Jr., who heads his own agency in Ottumwa, Ia., has produced 
an 80-page volume called “Ottumwa, One Hundred Years a City,” 
a profusely illustrated book printed by Manz Corp., Chicago. Mr. 
Taylor, a fourth generation Ottumwan, was in the ad department of 
John Morrell & Co. before the war... 

Elon Borton, president of the Advertising Federation of America, 
was initiated Dec. 12 as a professional member by the Pennsylvania 


. State College chapter of Alpha Delta Sigma, national ad fraternity, 


in State College, Pa. . . Professional members initiated by the George 
Burton Hotchkiss chapter at the fraternity’s annual banquet at the 
Advertising Club of New York were Theodore Rejpplier, president of 
the Advertising Council, and John C. Sterling, publisher, This Week 
Magazine. Ted Gamble, president of the Four A’s, was toastmaster . . 

Two publishing fam- 
ilies are in a new 
hook-up—purely per- 
sonal—with the en- 
gagement of Betty Ann 
Oppegard, daughter of 
Melvin Oppegard, pub- 
lisher of the Herald, 
Grand Forks, N. D., 
and Daniel Ridder, a 
member of the St. Paul 
Dispatch and Pioneer 
Press publishing fam- 
ily. . . And Louise 
Stickney, a copywriter 
with Franklin Spier, 
Inc., New York agency, 
will marry Patrick 
Tanner, advertising 
sales manager of Crea- 
tive Age Press, on 
Dec. 30... 

Jesse Scott, founder 
and publisher of the Statistical Review of Press Advertising, London, 
arrived in New York on the Queen Mary on Dec. 8. The Review, now 
in its 17th year of publication, is the recognized authority on adver- 
tising expenditure in the British Isles. . . 

Robert W. Graham, partner and copy chief at Gray & Rogers agency, 
Philadelphia, has been elected treasurer of the Helen Kate Furness 
Library in Wallingford, Pa. . . . 

Robert J. Landry, former director of the CBS division of program 
writing and now a free lance writer, has been named chairman of the 
membership committee of the Authors Guild. . . 

The National Business Papers Association has presented Rex W. 
Wadman, publisher of Diesel Progress and Diesel Engine Catalog, with 
a scroll as a testimonial of his services to business paper publishing 
and in appreciation of his eight years of service as president of NBPA.. . 

Sam Fuson, vice-president of the Kudner Agency, has been named 
chairman of the public information committee for the 1949 Red 
Cross Fund of Greater New York ... After the election was over 
Don Gibbs, who handled radio programs for the Democrats at War- 
wick & Legler, went down to Bermuda to soak up some sunshine. 
George Daly of Lennen & Mitchell, who handled New York publicity 
for the Dems, took a vacation at Lake Placid, N. Y., where, he re- 
ports, it rained every day. BBDO’s Bayard Pope, who handled the 
GOP advertising, stayed right on the job after Nov. 2... 


CELEBRATES 20TH—Cutting the cake at party given 

by his staff, J. Hayden Twiss, president of the House 

of J. Hayden Twiss, New York, marks 20 years in the 
advertising agency business. 


COVERAGE—St. Georges & Keyes, New York ad agency, observed its ninth birthday 

at the Park Lane the other night with a competition for the selection of ‘Miss Cover- 

age of 1948. The winner was Nonny Rush of Forest Hills, L. |., who personified 

“Miss McGraw-Hill.” Left to right: Maubert St. Georges, Miss Rush, George J. (Red) 
Seaman, vice-president of McGraw-Hill, and Stanley J. Keyes Jr. 


Irvin S. Taubkin, promotion manager of the New York Times, has 
been elected president of the New York Newspaper Promotion Man- 
agers Association, succeeding Ed Bayol of the Coca-Cola Co. . . Frank 
Harding, of the Kudner Agency, will spend Christmas deep in the 
heart of Texas with his family. . . 

To Irv Tuteur, Chicago mgr. for C. L. Miller agency, it’s quite ob- 
vious his boy, a student at Butler U., will make a success in finance. 
The lad called his father the other day (collect of course), and de- 
claimed: “Dad, you know that car I’ve been telling you about? Well, 
I just put a $5 deposit on it, and if you don’t send me $395 by 5 
o’clock, I’ll lose my $5, so wire the money right away, will you, 
ees ss 

The new Mrs. Louis B. Mayer, whose beauteous pictures hit front 
pages a couple of weeks ago, following her marriage to the head of 
Metro-Goldwyn-Mayer, has been handling radio and movie liaison 
in the Hollywood office of J. Walter Thompson Co. since the death 
of her former husband, the late Danny Danker, well remembered, 
as v.p. in charge of JWT’s Hollywood office, for his testimonial ads. . . 
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NBC Introduces 
‘Image Splitter’ 
jor 2-Way Pickups 


New YorkK—Pickups from two 
crigin points may be shown simul- 


taneously on a television screen | 
through the use of an electronic | 


cevice developed by National 
Hroadcasting Co. 

This gadget, called the Image 
Splitter, uses a blanking signal to 
blank out half of two pictures, then 
combines the remaining halves of 
each. 

A sample dual-origination tele- 
cast recently showed John Cam- 
eron Swayze at WNBT, New York, 
interviewing Rep. Karl E. Mundt 
in Washington. Pictures of the re- 
porter and congressman appeared 


simultaneously on the screen. 
NBC now has one Image Splitter 

at its New York station. Other 

stations may later be equipped 


with the device, which is not ex-| 


pensive “as television equipment 
goes.” 

O. B. Hanson, chief engineer for 
the network, pointed out that the 
splitter will be helpful in tele- 
vision commercials, with the an- 
nouncer appearing on one side of 
the screen and the sponsor’s pro- 
duct on the other. 


Names Aitkin-Kynett 


Aitkin-Kynett Co., Philadelphia, 
has been appointed to handle the 
advertising of General Switch 
Corp., Brooklyn, N. Y., manufac- 
turer of safety switches, panel 
board, circuit breakers and service 
entrance equipment. 


Folsom Elected President 
of Radio Corp. of America 


Frank .M. Folsom has _ been 
named president of Radio Corp. 
of America, New York, effective 
Jan. 1. He has 
administered the 
RCA production 
and merchandis- 
ing activities for 


the past five 
years as execu- 
tive vice-presi- 


dent of the RCA 
Victor division. 

Mr. Folsom suc- 
ceeds David Sar- 
noff, who be- 
comes chairman 
of the board. 

John G. Wilson, formerly vice- 
president and general manager of 
that division, will succeed Mr. Fol- 
som as executive vice-president of 
RCA Victor. 


Frank Folsom 


Carr Opens Own Agency 


Clinton D. Carr, formerly a vice- 
president in the Baltimore office of 
Justin Funkhouser Advertising, 
Inc., has opened his own agency, 
Clinton D. Carr & Co., Inc., with 
offices at 24 E. 25th St., Baltimore. 
Accounts of the new agency in- 
| clude: Pal, Inc., a soft drink com- 
| pany; Stikit-Wikit Co.; Graph-O- 
_ Co., and Fetterman Hardware 

oO. 


Meredith Promotes McBroom 


Claude V. McBroom, director of 
personnel, methods and clerical op- 
erations of Meredith Publishing 
Co., Des Moines, has been ap- 
pointed director of manufacturing. 
He succeeds Glen Boylan, vice- 
president and director of manu- 
facturing, who has resigned. G. A. 
Stouffer, methods department 
manager, has been named assistant 
to Mr. McBroom. 


spot Movies in Theatres 
Cultivate Sales for Oliver 
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OLIVER CORPORATION PRESENTS 


THE OLIVER CORPORATION, famous manufacturer of 
farm machinery, selected Spot Movies to spearhead the story of 
its amazing new equipment, demonstrating it direct to the 
farmer and his family on screens of movie theatres throughout 
the nation. Motivating reasons were... 


SPOT MOVIES demonstrate Oliver’s new tractors and imple- 
ments through the medium of the theatre screen, appealing 
simultaneously to the eyes and ears of the farmers. The combi- 
nation of sight, sound, action and demonstration produces sales. 


Advertising Agency: The 


Buchen Company 


. SPOT MOVIES are a short feature in the movie theatre’s 
regular program — are seen and heard by every member of the 
audience. Readership is virtually 100%. Over 8,000 theatres in 
farming centers with a weekly audience of better than 20,000,000 
people are available for Oliver's Spot Movies — and yours, too. 


Pre +e Coy 


: os 
sg he E ” 
: i a oe me Jache ate sks ao 


gs 


OLIVER selected only theatres in areas where coverage was 
needed. Waste circulation was reduced to a minimum. Oliver's 
entire distribution plan was handled simply through one organi- 
zation — Movie Advertising Bureau — just as yours can be. 


Attention Advertising Executives! Get all the facts about Spot Movie Advertising. Call or write for 
your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 
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ING BUREAU 


Phone: Harrison 5840 


NATIONAL OFFICES 


NEW YORK NEW ORLEANS 
70 E. 45th St. 333 N. OMidigen Ave. 1032 Carondelet St. 
° @) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 Phone: Magnolia 4545 
KANSAS CITY CLEVELAND SAN FRANCISCO 
2449 Charlotte St. 400 Leader Bidg. 870 Market St. 


Phone: Main 9333 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 


Phone: YUkon 6-6164 


Because BSN brings news that its read- 
ers convert into sales, it's the best mes- 
senger for your sales-message. 


—that you're in business to do business; 
that you're on the lookout for immediate 
soles. 


Not tomorrow, bet now. Let 
BSN help you do it! 


—when you use the same avenue 
of communication your 
customers do 


You can spread the prestige of your 
products in the magazine acknowledged 
the biggest success 


Don't bolster your sales quota—Beat it! 
Use BSN where the cash customers are 
looking for you. 


The fight is on tor the same dollar. It's 
@ heeithy fight. Moke it profitable. Use 
the Is? paper — 
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Once again... in AB asin AT 


THE COMIC WEEKLY 
smashed alt records 
with the biggest year 
in its entire MIStory... 


Adverusing and Circulation 


Because Puck is read by more than 18,000,000 are distribute with 16 great Sunday news. 
adults plus multi-millions of children -. be. | Papers from Coast to Coast. 
Cause Puck’s circulation is Concentrated where For these and other reasong Puck, The 


People, money and Sales are Breatest... because Comic Weekly, one of America’s Powerfy] 


ily Consumption __ : because, for Strong local week and deliver, Per dollar of Cost, two to 
impact, Puck and its affiliate, the Sunday three times a8 many readers of advertising 
Comic Section of the Philadelphia Bulletin, 48 any of America’s leading Magazines. 
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Taylor Heads Florence 


Robert H. Taylor, former vice- 
president in charge of sales and a 
director of Florence Stove Co., 
Gardner, Mass., has been elected 
president succeeding the late Ed- 
ward F. Dobson. Mr. Taylor joined 
Florence in 1932 as representative 
in the midwest sales division. In 
1937 he was transferred to the 
eastern division and over a ten 
year period served as division cre- 
dit manager and eastern sales man- 
ager. He was named general sales 
manager in 1947. 


McGraw-Hill Appoints Shaw 


H. W. Shaw, former manager of 
the technical education department 
of McGraw-Hill Publishing Ce., 
New York, has been appointed 
acting managing director of Mc- 


Graw-Hill Co. of Canada Ltd.,! 


succeeding H. R. M. Clee, who has 
resigned as president and man- 
aging director of the Canadian 
subsidiary of McGraw-Hill Book 
Co. Curtis G. Benjamin, presi- 
dent of the parent company, will 
serve as president of the Canadian 
corporation. 


ALMANACS! CALENDARS! 


(Used Daily Throughout the Year) 


PRINT YOUR OWN ADVERTISING MEDIUM 


We supply complete copy for U. S. and 
—- ountries — Astronomical and 
Astrological Data, Weather Forecasts, 
Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Penn Yan, New York 


ae 
es 


who watched Elgin-American’s 
two-hour Thanksgiving variety 
'show were somewhat startled to 


see compacts come sailing through | 


the air like flying saucers, ending 
up right in the middle of the video 
screen. 

The surprise was even greater 
because George Jessel had just 
put over the punch line of one of 
the best jokes in the show. The 
shrieks of laughter were cut at 

peak and the 
- suave voice of 

the announcer 
told iisteners: 

“Every woman 

needs three 

compacts—one 
for daytime 
use, one for 
evening, and 
one for sports.” 
The video 
show (a ten- 
year contract 
for the program already is being 
negotiated) was typical of Edward 
H. Weiss’ approach to advertising 
in today’s fast moving world. Mr. 
Weiss, who heads Weiss & Geller, 
Chicago, is convinced that an 


Edward H. Weiss 


agency does its best job for a 


New York television viewers | 


You Ought toKuow . « « 


Ed Weiss 


client when it strikes out boldly 
to achieve leadership in the client’s 
field, and uses daring, full-page, 
full-color copy in important pub- 
lications, plus simple, high-pow- 
ered commercials in radio or tele- 
vision to attain that leadership. 

The video show for Elgin-Amer- 
ican division of Illinois Watch Case 
Co. was set up for one purpose—to 
capture the New York market for 
Elgin-American compacts. In the 
three weeks between the purchase 
of time and Thanksgiving Day, Ed 
Weiss and his client whipped to- 
gether $26,000 worth of talent and 
$12,000 for commercials into a 
rapid-fire, one-shot effort, which 
sent the Elgin-American sales 
curve shooting upward. Total cost 
of the show was close to $70,000, 
perhaps the most expensive tele- 
vision show yet staged. 


ws Pulse reports showed the pro- 
gram pulled listenership from 54% 
of the homes with radio or video 
receivers, a 74.3% share of total 
audience for a rating of 49.6. 

Weiss was slightly concerned by 
the 400 protests from listeners at 
the hard-hitting movie commer- 
cials, but only slightly, since al- 
most all of those calling the station 
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FLORIDIANS dug deep into their pay envelopes 
in 1940 and came up with $524,000,000 in wages 


and salaries. 


Last year, Floridians opened pay envelopes that 
contained more than one and one-half billion 
dollars—nearly three times the 1940 total. 


Give higher wages credit for a portion of it, it 
you like, but the fact still remains that the bulk 
of this huge payroll increase is due to Florida’s 


amazing business, industrial and 
growth. 


The Florida market is a growing 
market. 


For maximum return when you 


Florida market, go into the Florida Times-Union, 
the Miami Herald and the Tampa Tribune. 


*From 20 to 100 per cent in 45 of Florida’s 67 


And the comprehensive coverage” de- 
livered by Florida’s three big morning dailies 
makes it easy and economical for you to reach 
78% of Florida's effective buying income. 


counties. 


agricultural 


year ‘round 


go into the 


LOWEST COST COVERAGE 
FLORIDA'S TOP MARKETS 


ihe continued, 


| was less. Today, 
w | who takes chances and runs large | 
ads is going to take the leader- 


mentioned “the Elgin-American 
program.” Says he: “Our agency 
believes in putting ‘sell’ in tele- 
vision. ..any attempt to hide com- 
mercials or blend them too much 
with the show weakens them and 
thus minimizes television as a sell- 
ing force. And sales must pay the 
bill for television if it ever hopes 
to achieve maturity. 

“My answer to the critics,” he 
Says, “is to let them talk about 
entertainment. That’s what they 
know. Advertising agency men 
know selling. Let’s stick to what 
we know.” 

Ed Weiss’ convictions have been 
molded both by his psychological 
makeup and his agency exper- 
ience. Born in Chicago in 1901, he 
attended Chicago schools and grad- 
uated from the University of Chi- 
cago in 1922. While still at school, 
he spent summers working for H. 
W. Kastor & Sons. After gradua- 
tion, he joined the Critchfield 
agency, where he spent two years, 
and then moved to Henri, Hurst & 
McDonald. 


ws In 1938, he opened MacDougall 
& Weiss and, when Charlie Mac- 
Dougall moved out to the West 
Coast in 1940, he teamed up with 
Max Geller and Weiss & Geller 
made its debut. The liaison prob- 
lem between New York and Chi- 
cago offices proved too great, how- 
ever, and Weiss & Geller, New 
York, and Weiss & Geller, Chicago, 
became separate companies, inde- 
pendently staffed, although there is 
still a working agreement between 
the two on several accounts. 

Looking back on his career, Ed 
Weiss says that he is convinced 
“the real successes in the adver- 
tising business have been most 
spectacular in fields where a client 
can seek and attain leadership. 

“T believe,” he says, “in full- 
page, full-color, important adver- 
tising in important publications or 
its equivalent in radio, television, 
newspapers or other media. The 
reason why a concentration of 
money and effort is so important is 
because of the competition for at- 
tention and time in our present- 
day living. There are some adver- 
tising men who are still in the 
‘small-space frequent-insertion 
era’ but, as I see it, the one who 
gets the sales today speaks with 
concentrated power.” 

“The tragedy of the situation is,” 
“that it’s becoming 
increasingly difficult for the man 
with the small pocketbook to make 
a start. However, in cases of this 
kind, I’d suggest that the client 
gamble on an important push, 
rather than splitting up his ap- 
propriation. 

“There was a time, I'll admit, 
that a company could afford not 
to take chances and go slow, but 
the pressure of everyday living 
however, the man 


ship in sales, providing he has a 
first-class product and something 
worth saying about it.” 


ea Mr. Weiss doesn’t claim that 
his is the only path to success. He 
does insist, however, that a com- 
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pany that wants to make its : d- 
vertising pay must have an ager -y 
emotionally suited to the tempe: ;- 
ment of the company manageme | 
He is also convinced that “as so.» 
as either agency or client tries 5» 
do something which it is n» 
emotionally suited for, it’s on ti 
road to failure. 

. “When I’m talking with a pro- 
spective client,” he says, “I’m mc re 
interested in his philosophy 
doing things than anything else 
because a man’s emotions and 
feelings govern his approach t 
problems. And unless both the 
client and the agency can agree 0 
identical means for reaching thei, 
common goal, I don’t see how 
they will ever get there. 

“At Weiss & Geller,” he says, 
“we have all the usual departments 
one expects to find in an agency. 
But without a central philosophy, 
geared to the central philosophy 
of the client, to give the agency 
a unity of purpose and method for 
achieving the goals, the depart- 
ments could not function at the 
highest level of efficiency.” 

Mr. Weiss often compares an 
advertising campaign to a military 
campaign. “We keep a constant 
vigil on our competition, watch 
every move they make in the field, 
and our staff makes plans and 
supervises operations, all with one 
goal in mind—that of getting an 
edge on competition, and steadily) 
increasing that edge.” 

Ed Weiss practices what h 
preaches. An amateur painter fo! 
five years, all of his paintings are 
large—‘“full space and full color,’ 
he says with a broad smile. One of 
his paintings, incidentally, has beer 
chosen for exhibition at the Art 
Institute’s annual show of wor! 
done by artists in Chicago and 
vicinity. 

His wife, Ruth, shares his pen 
chant for effective use of color 
in good taste. A stylist for man) 
years, she is frequently consulted 
on problems involving style. Anc 
his son, Jimmy, gives every evi 
dence of following in his dad’ 
footsteps. Not content with a flut 
or piccolo, seven-year-old Jimmy 
chose the French horn as hi: 
instrument. Plays it very color- 
fully, too. 


DuMont Names Stewart 
Manager of WDTV 


Donald A. Stewart has been ap 
pointed manager of WDTV, Du 
Mont’s owned and operated station 
in Pittsburgh. This third owne 
and operated member of the net 
work is scheduled to begin tele 
casting on Jan. 11. 

Mr. Stewart previously wa: 
manager of the northern divisio! 
of the Allen B. DuMont Labora 
tories, Passaic, N. J. 


Selmer Names Crowley A. M. 


Frank P. Crowley, formerly ad- 
vertising manager of Continental 
Music Co., Chicago, has_ been 
named advertising manager of 
& A. Selmer, Inc., Elkhart, Ind. 
maker of musical instruments. 


Joins ‘Hunting & Fishing’ 
John E. Healy has joined the 


Chicago sales staff of Hunting & 
Fishing. 


THE BEST WAY TO 


MADCOOOLOD ONT LEIS 


~Over 37,000 circulation, including ages league and 2515 


city association officials. 


The only 
coverage of 5336 certified Bowling estab 


neere with 100%, 
ishments. Bowling 


market, wide open after four war years, produces $29! ,000,- 


000 annually — three times as _ 


as pro baseball, 


Write for our latest rate card today. 


OW/I 


THE BOWLER'S MG 


Official Publication of 


‘AMERICAN BOWLING Ae 
2200 NORTH THIRD STREET 


MILWAUKEE 12; WISCONSIN 
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‘| read Advertising Age 
for its BROAD NEWS COVERAGE 


IN EASY-TO-GET-AT FORMAT” 


oe 


Says S. M. BALLARD, Executive Vice President 
GARDNER ADVERTISING COMPANY 


*T read ADVERTISING AGE for the news about advertising which it presents so admirably, both in broad coverage and 
in easy-to-get-at format. After a first reading, I file the current copy with preceding ones—then every few weeks I again go 


through the accumulated copies to clip and file material usable as permanent reference. 


*A feature of ADVERTISING AGE’s editorial policy I particularly like is its alertness to trends outside the direct field of 


advertising which have a bearing on advertising itself.” 
S. M. BALLARD 


Another gifted writer from the Hoosier hotbed of literary talent, Mr. Ballard 
started his career editing small town dailies in Indiana. During the Florida 
boom he served as city editor of the Miami Daily News, and in 1927 entered 
public relations work, first for National Cash Register, later for Frigidaire. 
Then, after four years as advertising and sales promotion manager of the 
Delco-Light Company, he joined the old Blackman Compahy (now the 
Compton agency) as a copywriter on the Hudson Motor Car Company ac- 
count. When that account went to Brooke, Smith, French and Dorrance, 
Mr. Ballard went with it as group copy head. In 1937 he joined the Gardner 
Advertising Company of St. Louis, and is presently in charge of that agency’s 
eastern operations, as well as being an Executive Vice President and a member 
of the Board of Directors. His specific account responsibilities are Monsanto 


Chemical Company and The New York Stock Exchange. 
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NOW... HERE’S 
A GREAT NEW 


SOUT < 
MAGAZINE 


TO GIVE YOU THE CREAM 
OF THE $5,000,000,000 
SGoriF MARKET 
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sports illustrated 


JOE LOUIS, STAY RETIRED! ippeo 1» « Fodiog Chompise, by URMY CANNON 


BIGGER IN SIZE—10% x 1324” 


THE NEED: 


The great common interest of men is sports. Whether as 
spectators or participants, whether it’s bowling or boxing, 
football or fishing, sports followers now spend a total of 
$5,000,000,000 a year! 


No quality, class magazine has ever covered the whole 
world of sports. No magazine has ever delivered the cream 
of this market...spectator and participant. 


SPORTS ILLUSTRATED is designed to fill this need perfectly. It 
is bigger in scope, bigger in audience appeal—and bigger 
in format, Life and Fortune size. 


THE MAGAZINE: 


SPORTS ILLUSTRATED is a big, exciting new kind of sports 
magazine. It will have 50% pictures, 50% text...the best 
pictures and the best stories and articles by the best sports 
writers and authorities. SPORTS ILLUSTRATED will interest 
the adult sports follower. It will have opinions, it will 
be provocative, hard-hitting, informative. It will tackle 
the trout fisherman’s problems, the racing fan’s beefs, take 
readers to the homes of champions, reveal inside stories, 
capture all the drama and excitement of every sport. 


SPORTS ILLUSTRATED will be edited by STANLEY WOOD- 
WARD, former sports editor of the New York Herald- 
Tribune, and one of the top authorities in the nation. 
Sports Illustrated is published by Dell, world’s largest pub- 
lisher of newsstand periodicals, over 26,000,000 a month. 


THE VALUE TO ADVERTISERS: 


Right from the first issue (February, 1949), SPORTS 
ILLUSTRATED will deliver the cream of the $5,000,000,000 
sports market. 


\ 


Guaranteed circulation for the first issue is 400,000, and 
this will grow and grow under the impetus of a big circu- 
lation promotion campaign throughout the country. 


Page rate (B & W) is $1,120. Closing date for the second 
issue is January 8, 1949. And advertisers in the second 
issue, as in the first, will have rate protection for a full year! 


Get in touch today with: 


sports illustrated 


DELL PUBLISHING COMPANY . 261 FIFTH AVENUE * NEW YORK 16. N. Y. 
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the Man with the the Man with the 


24 
To Meldrum & Fewsmith 


Meldrum & Fewsmith, Cleveland, 
has been appointed to direct the 
advertising of Circo Products Co., 
Cleveland, manufacturer of metal 
parts cleaning equipment, a unit 
for vapor cleaning transmissions, 
overdrives and differentials, anda 
line of special purpose solvents. 
Business papers, direct mail, cat- 
alogs and displays will be used. 


Houston Joins Buy-Lines 

Matt W. Houston, formerly with 
the American Newspaper Adver- 
tising Network, Chicago, and 
Crowell-Collier in New York and 
Chicago, has joined Buy-Lines by 
Nancy Sasser, in charge of the 
midwestern office in Chicago. 


the Man with the 
SLIDE RULE 


the Man with the 
MONKEY WRENCH 


RCA Introduces 
TV Transmitter 


for Small Cities 


CAMDEN, N. J.—The RCA engi- 
neering products department has 
announced a 500-watt transmitter 
for operation in the higher fre- 
quencies (channels 7 to 13; 174 to 
216 megacycles). It is designed to 
bring television to smaller cities 
and their environs. 

The new transmitter, it was ex- 
plained, will cover a radius of 20 
miles under favorable conditions, 
when coupled with a six-section 
super turnstile. Components for 
transmitting visual and aural sig- 
nals are in two identical cabinets 
which can be installed as one unit 
measuring 56x31x84 inches. 

Monitoring facilities are in a 
two-unit desk console, one for 
picture quality and waveform, the 
other for monitor switching. 


testing a money back guarantee 
offer in two Arkansas newspapers. 
Jasper, Lynch & Fishel, New York, 
is the agency. 


Oxtord Paper Names Hoyt 


Oxford Paper Co., New York, 
has appointed Charles W. Hoyt Co., 
New York, to handle its advertis- 
ing. The account was previously 
handled by Kudner Agency, New 
York. 


est when the product (or service) 


such as sugar and salt and razor 


James D. Woolf Talks. 


Salesense in 


Advertising 


Registered 
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successes. 


Prodding Them Into Action 


Human inertia is probably the 
advertiser’s toughest hurdle. 

Think of the many advertised 
products you have intended to 
buy, but somehow never did. 

If the buying intentions of the 
public were suddenly crystallized 


Brittanica, but human inertia has 
blocked the road to action. 
Prodding people to buy is hard- 


is one they can easily do without. 
In the case of “must” products, 


blades, the consumer’s need will 
eventually drive him into a store. 

But when the product is one for 
which the consumer feels no press- 


“Resolved! To keep this family on its toes 


hi} 

|’ 

op 
= 


about the best brands to buy!” 


—by Amgal 


vice-president 


No doubt about it, the teens and sub- 
teens who read The American Girl are 
live wires. They read every issue of this 
magazine, follow the features on home- 
making, good grooming, fashion, food. 
They study the articles on books, music, 
movies, hobbies, home sewing. They 
really root for the products advertised 


THE 
e 


MAGAZINE 


in The American Girl—and they don’t 
rest till the whole family buys those 
particular brands! More and more, big 
business is recognizing the importance 
of this young market. You can win its 
unique loyalty for your own product, 
by advertising in. . . 


al 


155 East 44th Street, New York 


Published by the Girl Scouts of the U.S. A.—for all girls 
Guaranteed Average Net Paid ABC circulation—450,000 + Now delivering over 500,000 


Woolf, famed copywriter and 
of J. Walter 


Company, is writing this 


monthly series of discussions on tested 
ideas and basic advertising principles. 


series is aimed primarily at 
business man who may be a 


neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


ing need, devices to prod him into 
action are urgently necessary. One 
of the most useful of such devices 
are point-of-sale reminders. 


Making Them Remember 


An old colleague of mine, the 
late S. Roland Hall, once said in 


Recently a sporting goods mer- 
chant I know ran a half-page 
ad on guns, shells and other items 
of hunting equipment. During that 
week his window display was made 
up exclusively of footballs, bas- 
ketballs, skates, skis, and other 
articles for fall and winter sports. 

Another advertiser, a laundry- 
man, advertised in a quarter-page 
newspaper ad what he called a 
“Get-Acquainted Trial Offer’”—he 
would iron two shirts and a blouse 
or dress out of each bundle of 
“rough dry” free of charge, as a 
sample of his skill. 

My wife phoned to the laundry, 
indicating her interest. The girl 
who answered the call knew noth- 
ing about the offer. Worse, I 
found upon inquiry that, unbe- 
lievably, the laundryman had neg- 
lected to inform his drivers of the 
offer. 

So many merchants fail to un- 
derstand the importance of plan- 
ning a thoroughly rounded-out 
promotion. 


Pull All The Stops 

A California bottler added a new 
drink to his line—a distinctive cola 
drink concocted according to his 
own recipe. When he introduced 
the drink in his area of several 
counties he pulled all the stops. 

A series of newspaper ads was 
only one of his moves. Each of his 
delivery trucks was bedecked with 
huge banners whooping up his new 
taste treat. Thousands of airborne 
leaflets fluttered from the sky. 
Display cards and streamers were 
conspicuous in every retail outlet. 
Not only his truck drivers, but 
every employe down to the jani- 
tor was briefed on what was 
going on. A barrage of 30-second 
radio spots also played a part in 
making it nearly impossible for 
the consumer to forget. 


@ This sort of all-out procedure, 
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covering all the bases, is standa- 
practice with the aggressive ni. - 
tional advertiser. But too few loc. 
advertisers make skilled use of i s 
power. 

You have just received a bi: 
shipment of, say office desks, <r 
automobile seat covers, or an in - 
proved type of poultry feed. Ycu 
think it might be a good idea ‘o 
run two or three ads in the paper. 

What you hope for is action 
You want your ads to do more 
than create interest and buyir¢g 
intentions. Okay. Here’s the thing 
to do: think of those ads as mere \ 
one unit in a rounded-out action- 
prodding campaign. 

Display the advertised merchan- 
dise in your windows and also we]] 
up front in your store. Mount 
proofs of the ads on heavy card- 
board and display them both in 
your windows and on your coun-Jj 
ters. Brief your clerks and your 
delivery boys. Display signs on 
your trucks. Post a brief notice 
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Space and radio advertising, 
when unsupported by devices and 
strategems to combat human iner- 
tia and forgetfulness, is badly 
handicapped. 

I am a strong believer in point- 
of-sale advertising material. I have 
no facts to support my opinion, but 
I have a hunch that the Coca-Cola 
point-of-sale-signs—and there 
must be millions of them!—do 
more to stimulate sales than those 
beautiful full-color pages and cov- 
ers in the big magazines. 


Habit a Sales Block 

A frequent obstacle to buying 
action is just plain habit. The 
housewife, for example, who has 
all her life done her cooking with- 
out the aid of an electric mixer is 
likely to be “set in her ways.” 
Seeing no crying need for the 
device, she hasn’t much confidence 
in it. At best, the mixer will be 
classified in her mind as some- 
thing she will look into some day 
| when she “gets around to it.” 

An appliance dealer I know, 
heavily overstocked with electric 
mixers, cleaned them out with this 
offer: “Use it every day for a 
whole month at my risk. If you 
are not completely delighted, your 
money will be refunded.” 

This advertiser knew that once 
he had the mixer in the house- 
wife’s kitchen, the chances wer¢ 
a hundred to one that it would 
stay there. And he was right: out 
went the old habit, in came the 
new. 


Seagram Profits Decline 


Joseph E. Seagram & Sons, Inc. 
New York, a wholly owned subsid- 
iary of Distillers Corp.-Seagram: 
Ltd., and its subsidiaries, report a 
decrease in net profit of more than 
$9,000,000 for the three months 
ending Oct. 31, 1948. 

The net profit figure for 1948 was 
$9,553,680 as compared to $18,- 
244,112 for 1947. 
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All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 


1721 No. Wells S$t., Chicago 14 


Wright PHOTOGRAPHIC ILLUSTRATIONS 
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SUPER-POSTER 
PANELS 


reaching a MILLION PLUS lookers in 


fabulous Times Square are now a part of 


now, 
ctric 
this 
roa 
you 
your 


Manhattan-Bronx showings. These new 


Super-Panels recently developed by the 


once 
use- 
vert 
ould 
oul 
the 


General Outdoor Advertising Co., Inc., 
add poster advertising emphasis in this 


super-circulation center. 


im 
DOWNTOWN AMERICA 
( Manhottan ) 


or in the downtown areas and neigh- 


pebothood centerseofits principal cities, 


G. ©. A. has recently developed super- 
poster coverage to follow the greatest 


possible concentration of populations. 


(sencral Outdoor Adverusing Co 
515 $. LOOMIS STREET 
CHICAGO 7, ILLINOIS 


“Your Major Medium in 55 Major Markets " 
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Department Stores’ 
Profits Dip, Sales 
Steady, Says NRDGA 


New YorKk—Net profits for a 
selected group of 240 department 
stores and specialty shops for the 
first nine months of this year fell 
to 3.8% of net sales, compared to 
4.1% for a similar period in 1947, 
the National Retail Dry Goods 
Association said last week. 

The continued deterioration of 


. net profit margins of retailers was 


predominantly the trend for all 
volume groups. Also, markdowns 
were fewer, but the gross margin 
was not improved in 1948, and 
NRDGA found it “typically repre- 
sented by a ratio of 36.4% to net 
sales for department and specialty 
stores” in the $1,000,000 and over 
sales group. 

John J. Kavanagh, general man- 
ager of NRDGA’s Controller’s 
Congress, pointed out that the 
“markup percentage moved lower 
for all sales volume group, with 


RAISED CLOTH LETTERING 
LONG-LASTING 
EASILY CLEANED 

WON'T CRACK OR PEEL 


EVERY dealer will cherish 
and use a product-selling 
Banner with his name on it! 
Only Richcloth offers this 
extra sales stimulus at low 
cost. And Richcloth de luxe 
cloth-on-cloth Showroom 
Banners are tops in quality, 
beauty and long life. Order 
as few as 25! Mail couponfor 
details, prices and samples. 


A tew choice 


Please attach to, availe 
pam pe cok obvertOlnS 


business tesmen- 
Tetterheod) specialty etcils 


write 
MAIL THIS COUPON TODAY! 


RICHCLOTH BANNERS 
Div. Rosco Mfg. Co. 
449 Central Ave., Rochester 5, N.Y. 


Without obligation, send details, prices and 
samples of Richcloth Showroom Banners. 


Name 


Address 


_————— 


143 out of 240 stores showing a 
lower markup in 1948 than in 
1947.” 


ws The break-even point for retail 
stores continues upward, and Mr. 
Kavanagh concludes that declines 
in department store sales, unless 
they are matched by reductions 
in expenses, will result in lower 
profits for many stores. 
However, as of Oct. 31, only a 
small number of the reporting 
stores were below their dollar 


sales of 1947—30 stores reported 
declines: ranging from 1 to 16%. 
The range for sales improvement 
of 189 stores was from 1 to 23%. 
Average gross sales moved up, for 
all stores to $4.65 from $4.34, and 
specialty shops showed an average 
gross sale of $11.43 compared to 
$10.66. 

But the cheer of higher average 
sales was dispelled by an increase 
in sales returns (from 6.9% of 
gross sales to 7.4%), and a rise in 
operating expenses to 31.1% of 
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net sales, from 30.4% in the same 
period in 1947. Some of the stores 
were making headway in con- 
trolling costs: 52 said they had 
lower operating costs in 1948. On 
an average, inventories were 13% 
higher than during the same period 
last year. 


Joins Ruthrauff & Ryan 


Bruce Small, formerly with 
Badger & Browning & Hersey, 
New York, has joined Ruthrauff 
& Ryan, New York, as a space 
buyer. 


Mareneck Joins Ebersold 

R. H. Mareneck, formerly a - 
vertising and sales promotion mar - 
ager of Eagle Industries, Inc., Ch. - 
cago, a subsidiary of Bowser, Inc , 
national sales representative  / 
Eagle Lock Co., has been appointe | 
account executive of Fred H. Eber - 
sold, Inc., Chicago, agency fcr 
Eagle. 


McCarney Opens NY Office 

R. W. McCarney Co., Philade - 
phia publishers’ representative, hi: s 
opened a New York office at 22 J. 
William St. 
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NATIONAL ADVERTISING GET 


TO THE POINT-OF-SALE? ~~ 


these chains buy a copy — buy it right at the counter where they check-out ------.___. 
the rest of their purchases. How much closer can national advertising get to 


the point-of-sale? 


In Family Circle national advertising has the impact of local advertising. 
You get concentrated coverage in and around 7300 of the highest volume 


oor” 


an active intérest in the purchase of food and equipment for the home. a 


-- 


- 
- 

aor” 
o@ 


More and more advertisers are taking advantage of Family Ciccle’s-1f0- 


- 
- 
aoe” 
- 


=<. 
©Seence 


- 
- 


- 
--"" 


waste, all-shopper audience. National linage for ’48 is up swbStantially 
over ’47. These advertisers are concentrating where byyefs are concen- 


trated in a medium designed expressly for those buyérs. “ 


- 
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FAMILY CIRCLE FACTS 


© 18.8% of readers thi Cities of $00,000 and over — 67.2% in cities over 10,000. 


* 
Pd 


° Circulated’ in Ys, of U.S. counties with 60% of families and 66% of food sales. 


-* e Cost per page per M, $2.75. “ 


¢ 


¢ 


__& Stores selling Family Circle did 8% of total U. S. foot! business in 1947— 
os $2,414,132,000. f 


* 
¢ 
* 


* 
. . . . * Ad . *_* 
Pa e Advertising accepted in any one or combinasi6n of 10 sectional editions. 


bought by women when women buy at : 


“ALBERS + AMERICAN + BOHACK + COLONIAL - FIRST NATIONAL 
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Flader and Mertle 
Write New Text 
on Photoengraving 


Cuicaco—“Modern Photoengrav- 
ing,” said to be the first American 
textbook on the subject since 1938, 
has just been issued by Modern 
Photoengraving Publishers. 

Written by Louis Flader, editor 
of the Photo-Engravers Bulletin, 
and J. S. Mertle, photomechanical 
editor of Graphic Arts Monthly, 


the textbook of latest American 
procedures has the official recog- 
nition of the American Photoen- 
gravers Association. 

The book contains a glossary, 
discussions of equipment, negative 
materials, line and color photogra- 
phy, stripping, etching and similar 
subjects in the general field, plus 
an historical introduction and a 
cross-reference index. 

Modern Photoengraving Pub- 
lishers, 166 W. Van Buren St., Chi- 
cago, distributes the volume, 


which is priced at $15 in the U. S. 
and Canada, and $16 in all other 
countries, postage prepaid. 


Offers Fair Trade Data 

The American Fair Trade Coun- 
cil, Gary, Ind., has published “A 
Practical Guide to Fair Trade 
Laws,” a book with a chart tab- 
ulating salient points of the fair 
trade acts in the 45 states that 
have such laws, a classification 
by jurisdiction of reported cases 
interpreting provisions of state and 
federal fair trade laws and a typi- 
cal state fair trade law and un- 


fair sales act. The book is available 
at $2.50 a copy from the eastern 
office of AFTC, 11 E. 44th St. 
New York 17. 


Hirsch Gets Shoe Account 


Maurice Lionel Hirsch Co., St. 
Louis, has been appointed to handle 
the advertising of Hamilton Shoe 
Co., including both the Penaljo 
| division and the new Delmanette 
|division. Hamilton has signed with 
|Delman to manufacture Delman 
‘designs in popular priced shoes. 
'A national campaign is _ being 
planned for the new line. 


* GRAND UNION - JEWEL~> RED OWL - SAFEWAY 
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MANZ 
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LET’S CONSIDER for a moment 
the various media employed in the 
processes of moving merchandise 
from the manufacturing plant, 
through the diversified channels of 
selling, to the ultimate consumer. 

The first all-over background me- 
dium is National Advertising, which 
includes national space or time in 
publications or radio, on billboards 
or in newspapers. In funneling down 
to the local dealer or retail outlet, 
local time or space is used in pre- 
scribed proportions on those same 
media, including point of sale dis- 
play. Then comes the prime mover 
which puts the final motivator on the 
consumer—DIRECT ADVERTISING. But 
we must also consider the manifold 
other duties assigned to direct adver- 
tising—its job of announcing impor- 
tant information to jobbers, to 
dealers, and retailers; its versatility, 
flexibility, controllability, and econ- 
omy in connection with any and 
every sales promotion activity. In 
fact, direct advertising is the ONLY 
medium which has a logical place on 
EVERY sales promotional program or 
advertising campaign. 

There are some campaigns which 
cannot afford national space or can- 
not logically use radio. Other cam- 
paigns have no place in their budgets 
for newspaper space or outdoor or 
display advertising; but every cam- 
paign, large or small, to be successful 
must use DIRECT ADVERTISING! 

And this is where MANz steps in! 

With a complete awareness and 
understanding of the advertiser’s de- 
pendence upon direct advertising to 
sell his merchandise, and with every 
modern facility for producing printed 
matter timed to the customer’s sched- 
ule and rated to his budget, no other 
company has the know-how and 
wherewithal to deliver a more satis- 
factory deal. 

If the job calls for Letterpress, 
MANZ has the right size and enough 
equipment to handle it.. The same 
holds for Offset. All attendant opera- 
tions are handled in our own plant, 
under a _ single code of quality, 
service, and economy. 

A MANZ man has a story to tell 
which should be of important interest 
to every advertiser or manufacturer. 
A word from you and he will explain 
in detail the MANz two-fold services 
—creative and production. 


liny Size Sob is 
a Mine Size Job 


MAN 


CORPORATION 
Engravers and Printers 


4043 Ravenswood Ave. 
Chicago 13, Illinois 
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First Class Mail Is Spared 
As Donaldson Aims Elsewhere 

WASHINGTON—With the Post Of- 
fice Department $550,000,000 in the 
red, Postmaster General Jesse Don- 
aldson rattles his armor and sharp- 
ens his lance for users of second 
class, allegedly responsible for 
$207,000,000 of his trouble. 

Mr. Donaldson doubts that the 
second class traffic will yield more 
than a fraction of the revenue 
needed to eliminate its $207,000,000 


* deficit. So when he is finished with 


second class, and with the other 
“loser” classes, the public will still 
be paying taxes to cover continu- 
ing postal deficits in excess of 
anything the department experi- 
enced in its most disastrous pre- 
war years. 

The deficits are not Mr. Don- 
aldson’s fault, but the inadequate 
remedies are. 

With deficits running more than 
30% of income, his proposals com- 
pletely spare first class. Yet first 
class, with more than 20 billion 
pieces—three-fifths of volume—is 


EVERYBODY GETS THIRSTY! 


ey grep oe 


— 


That’s what keeps this billion 
dollar industry flourishing in good 
times or bad! To sell the soft 
drink bottlers of America, use 
National Bottlers’ Gazette. It’s 
been the industry’s number one 
salesman since 1882 . . . first in 
A.B.C. paid circulation, first in 
advertising volume, first in edi- 
torial coverage. Keller Publishing 
Company, 80 Broad Street, New 
York 4, N. Y. Detroit: Penobscot 
Building. Pacific Coast: 714 West 
Olympic Blvd., Los Angeles. 


By STANLEY E. COHEN, Washington Editor 


the only class remotely capable of 
raising $550,000,000. 

The department avoids facing up 
to the need for higher first class 
rates by using a cost accounting 
system which manages to show 
first class as a “profitable” service. 
But first class is profitable only 
because cost accounting assigns 
huge deficits to second class and 
other services. 

No one has yet demonstrated that 
first class will remain profitable if 
Mr. Donaldson succeeds in pricing 
second class and other classes out 
of the mail. 


The Civil Aeronautics Board has 
“washed out” $52,958 of prewar 
public relations and advertising 
expense which American Overseas 
Airlines hoped to capitalize in the 
“extension and development costs” 
included in its pay for carrying 
transatlantic mail. CAB says it 
recognizes the need for such ex- 
penditures by a new industry mem- 
ber, and it approved $13,081 for 
public relations during 12 months 
of preparation. It threw out other 
public relations funds “spent too 
far in. advance of the date when 
service to the public was expected 
to begin,” and advertising “timed 
more appropriately to the develop- 
ment of pressure for a mail pay ap- 
propriation than the development 
of public demand for a transat- 
lantic airline.” 


Despite Dewey’s defeat, the gov- 
ernment will soon have a job for 
at least one Republican—the job 
of a Federal Trade Commissioner- 
ship. Under the law, President Tru- 
man will have to name a Repub- 
lican to replace Republican Com- 
missioner Bob Freer, who leaves 
FTC after 13 years. 

ges 

Very little is being heard about 
the proposed renegotiation rela- 
tions, quietly circulated by the De- 
partment of National Defense last 


| September. And very little is likely 


to be heard, until more is known, 
one way or the other, about the 
chances of a new excess profits tax. 


aia Shes, 5 


If there is an excess profits tax, the 
renegotiation procedure may be 
scrapped entirely. If there is no 
excess profits tax, the military may 
ask Congress to strengthen the re- 
negotiation statute to cut down the 
amounts of advertising and other 
ordinary business costs which can 
be claimed in the renegotiation 
process. 
ae8 
Congressional small business 
committees will be more active 
than ever next year. Rep. Wright 
Patman (D., Tex.), “inventor” of 
the small business committee tech- 
nique, will be back in the saddle 
on the House side, and Sen. James 
Murray (D., Mont.) will be back 
on the Senate side. Small business 
committees serve as lightning rods, 
taking up and trying to answer the 
complaints pouring in on various 
congressmen from constituents who 
feel they are being aggrieved. 
ges 
One of the file cabinets of the 
House small business committee 
contains a potentially explosive 
folder on the “rackets” used to 
quarantine non-member sales- 
men at exhibitors markets. Counsel 
for the National Association of 
Women’s and Children’s Apparel 
Salesmen warned his clients to an- 
ticipate legislative retaliation if 
they do not abandon agreements 
with hotels and other devices 
which prevent non-members from 
participating in their exhibitors’ 
markets. 
ses 
With department store sales off 
a fifth straight week, government 
officials are already trying to give 
business something to restore its 
confidence. Treasury Secretary 
John Snyder talked several times 
last week of “the long-deferred 
public construction projects of 
states and municipalities now com- 
ing into the picture.” The great 
wartime population shifts, and the 
wartime construction lag have cre- 
ated a need for expansion of public, 
and private utility services, homes, 
schools, hospitals, highways and 
other construction which will be a 
powerful business influence for 
years to come, he explains. 


Rothmund Appoints Dowd 


Eugene Rothmund, Inc., Somer- 
ville, Mass., producer of ready to 
eat meat specialties, has appointed 
John C. Dowd, Inc., Boston, to 
handle its advertising. Dutchman’s 
pork sausage, a new product, will 
be introduced via television and 
other media. 


Town Toast Names Clements 


Clements Co., Philadelphia, has 
been retained to handle the ad- 
vertising of Town Toast Co., Phoe- 
nixville, Pa., baker of Town Toast 
cookies, American Lady cookies 
and other baked goods. Magazines, 
newspapers and television will be 
used. 


Used together as a “package” 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertis- 
ing executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 
complete. 


THE ADVERTISING FIELD 
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ADVERTISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 
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PUBLISHER OF ADVERTISING AGE 
INDUSTRIAL MARKETING AND 
meneyereany, MARKET DATA BOOK 
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Windows Build 
Sales, NADI 
Survey Finds 


New YorK—tThe efficacy of vari- 
ous types of displays was reported 
here Dec. 8 to a selected group of 
retail display and publicity direc- 
tors by the National Association 
of Display Industries. 

NADI sponsored the tests, in 
cooperation with the New York 
University School of Retailing, 
and announced that NADI had 
approved a $10,000 grant to the 
school to carry on evaluation of 
display tests in 1949. 

The tests were made in five 
cities, with trading zone popula- 
tions ranging from 200,000 to 
1,500,000. The tests consisted of 
clocking traffic on windows, on 
measuring “readership” of win- 
dow displays, and on sales trace- 
able to window displays, and 
interior displays. 

Some of the results: 

1. Twelve tests were made in 
St. Louis and Richmond, testing 
merchandise displayed in (a) a 
flat position, (b) at right angles 
to passer’s line of sight, and (c) 
in raised position, in use, with 
promotional setting. The third 
type did better in observation in 
80% of the cases; and in a lingerie 
department, for every 100 who 
looked at the flat display, 145 
looked at (b), and 204 looked at 
(c). A similar but smaller margin 
was shown for (c) in a table lamp 
department test. 

2. In Nashville and Dallas, 
movies measured attention and 
interest when passing merchan- 
dise unfixtured, fixtured “in use” 
and fixtured in a _ promotional 
atmosphere. The promotional at- 
mosphere readership was more 
than double the other types. In 
Nashville, one test showed 59% of 
the sales of an unadvertised coat 
were made to women who had 
seen the coat displayed in the 
window of Cain-Sloan Co. 

3. In Troy, the object was to 
measure sidewalk traffic. Howard 
M. Cowee, director of the program 
for NYU, said motion pictures 
showed: During shopping hours, 
75% of the available window 
audience is women; male reader- 
ship ranges from 5% to a high of 
78%, while female readership 
ranges from 17% to 92%. Averaged 
over a week’s continuous study, 
39% of the women “read” window 
displays compared to 32% of the 
men. 

The complete report and analysis 
will be published early next year, 
entitled “The National Association 
of Display Industries, Visual Mer- 
chandising Series, Report No. 1.” 
Its prepublication price is $5; after 
publication, $7.50. Copies may be 
obtained from John Bowman Jr., 
managing director, National As- 
sociation of Display Industries, 11 
E. Walton Place, Chicago, Ill. 


Adds William Oulster 


William M. Oulster has been ap- 
pointed an account executive of 
Rutland, Gilchrist & Clem, Toronto 
agency. 
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56-Page Sears Ad 
to Run in February 
“Mecanica Popular’ 


Cuicaco—Mecanica Popular, the 
Spanish edition of Popular Mech- 
anics, has gone into the catalog 
business, as a result of discoverin; 
an unusual interest among adver 
tisers in placing catalog informa 
tion in the hands of Latin Ameri 
can readers. 

The Spanish edition was starte: 
in May, 1947, and has a circulatior, 
somewhat in excess of 100,000. It 
advertising was conventional mag 
azine advertising until this month 
issue appeared, with a 16-page 
two-color “catalog” of South Ben 
Lathe Works. 

Others expressed interest in the 
idea of distributing their Latin 
American catalogs as units of the 
regular monthly editions, and be- 
fore the South Bend ad appeared, 
Mecanica Popular had hit the jack- 
pot with an order for 56 consecu- 
tive pages, in two colors, from 
Sears, Roebuck & Co. 


ws As a result, the publication has 
now formalized its “catalog” oper- 
ation by announcing that it will 
sell one “catalog” of eight pages 
or more per issue during 1949. In 
addition to the huge Sears catalog 
to appear in February, which Me- 
canica Popular believes is the larg- 
est number of pages ever used by 
a single advertiser in one issue of 
a publication, another undisclosed 
advertiser has bought a “catalog 
section” for the November issue. 
Thus, only ten others are available 
during the year. 

The “catalogs” are run-of-paper 
advertising, on regular publica- 
tion stock. Advertisers furnish 
finished art and copy, in English, 
and the publication’s experts trans- 
late the material into Spanish. It 
is then set in Spanish by the publi- 
cation, printed as an insert for the 
publication, and extra copies are 
available at the cost of paper and 
extra press run only. 

The package makes the deal un- 
usually attractive, Mecanica Popt- 
lar believes, because it provides 
distribution of more than 100,000 
copies without mailing or handling 
costs, and additional copies at a 
fraction of the usual price. The 
huge Sears job will cost the adver- 
tiser $15,456 for a two-color cata- 
log of 56 pages, plus whatever the 
extra cost may be for extra press- 
work and paper if additional copies 
are wanted. 


Crosley Appoints Struble 
William H. Struble, formerly 
manager of dealer relations of the 
Miami Margarine Co., has been ap- 
pointed promotion manager of the 
television interests of Crosley 
Broadcasting Corp., Cincinnati. 


Frank Hoover Elected 

Frank G. Hoover, vice-president, 
has been elected president of Hoo- 
ver Co., North Canton, O. He suc- 
ceeds H. W. Hoover, his brother, 
who becomes chairman of the 
board. 


Two Join Rural Network 

Two New England FM stations, 
WFHA, New Britain, Conn., and 
WACE-FM, Chicopee, Mass., have 
joined the Rural Radio Network, 
Ithaca, N. Y. 


540 WN. MICHIGAN AVE. © 185 NW. WABASH AVE. 
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The growth of U.S. NEWs & WORLD REPORT 


has reached the point where an average 


of 375,000 net paid circulation is assured 


for the first 6 months of 1949* ... This is 
an 87.5 per cent increase since V-J Day— 


from 200,000 to 375,000. 


*As previously announced, no increase in 
rates is contemplated for the year 1949. 


The only weekly magazine that has quadrupled its circulation since 1939. 
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Returns to Butler-Emmett 


James Emmett has returned to 
Portland, Ore., to assume active 
participation in Butler-Emmett 
Advertising Agency, of which he 
is a partner. For the past year 
and a half he has been manager 
in Los Angeles of Morris F. 
Swaney, Inc. 


FAMA Airlines Names Caples 


FAMA Airlines, Argentine air- 
line, has appointed Caples Co., 
New York, to handle its advertis- 
ing. The airline will inaugurate 
DC-6 service early in 1949 between 
New York and Buenos Aires. 


CHOICE DISPLAY SPACE 
seus, SELLS, SELLS. 
get it with 
ADVERTISING MIRRORS 
*e @ 


MIRRO-PRODUCTS COMPANY 
High Point 2, North Carolina 


DO YOU 
SELL ADVERTISING? 


If you are now successfully selling 
some type of advertising or a spe- 
cialty -in the Graphic Arts field, 
you may be able to add to your 
present income without giving up 
your present connection. 

Our company has been in business 
for 15 years and is now operating 
at the largest volume in its history. 
You will sell products now being 
used by the country’s leading ad- 
vertisers. We will back your sales 
efforts with a constant flow of in- 
quiries from our advertising. 


You will call on advertisers, agen- 
cies, and printers. Your initial sales 
will be small but you will cultivate 
a steady flow of repeat business. 
You will get a protected territory 
with full commission on all orders. 
We are particularly interested in 
men who now cover territories in- 
cluding one of these cities: Atlanta, 
Baltimore, Louisville, New Orleans, 
St. Louis, Dallas, Milwaukee, Min- 
neapolis, Cincinnati, Indianapolis, 
and Seattle. Write: 

Box 7233, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
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Wanted 
Sales Executive 
San Francisco 

We have an opportunity with a good 
future for a field sales executive ex- 
perienced in marketing food products. 

Thé man we seek probably has not 
fully “arrived,” but is ready now to 
move up to greater responsibility. He 
has taken good advantage of his ex- 
perience; he has courage, personality 
and drive, with a saving sense of 
humor. 

Such a man will find us co-operative 
and rewarding to work with. It’s a 
hotly competitive field, but the prod- 
uct is a necessity, quality is unsur- 
passed, company policies are sound. 

You may write in full confidence. 
Correspondence and interviews will be 
conducted only by the vice-president 
of our advertising agency and the 
president of the company. 

Box 7225, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ESTABLISHED INDUSTRIAL 
PUBLISHER HAS OPENING FOR 
A CAPABLE REPRESENTATIVE 


Well established industrial publishing 
firm has opening in Pittsburgh-Cleveland 
area for the right man. Prefer a young 
man with industrial advertising and sell- 
ing experience. Commissions on present 
business pay well with ample opportunity 
for increase. Your reply will be con- 
sidered confidential and should give 
complete information about yourself. 
background, experience, business and per- 
sonal references. Photograph. desirable 
Members of our organization know of this 
advertisement. 


Address Box 7228, Advertising Age, 
100 E. Ohio Street, Chicago 11, Illinois 


WANTED 
Assistant to Advertising Manager 

Young man with rough layout, copy and 
typing ability who is willing to work 
hard. Give complete details in first 
letter. 

Box 7232, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


RAT 


THE ADVERTISI 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—PERSONNEL 
209 S. State St., HA 17-2063, Chicago 
Chicago Advertising Agency wants account 
executive. Must have minimum $50,000 
business. Unusually attractive proposition. 
Box 9897, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Salesman wanted for national syndicated 
contact magazine. No draw. Commission 

basis only. 
Box 99°96, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, lll. 


Advertising Agency Executive who has 
several years experience serving adver- 
tising accounts. He is already a success. 
The plans and strategy of integrated ad- 
vertising-selling are his forte. He knows 
his way around in all media fields. He 
is strong at personal creative leader- 
ship and he knows how to use a compe- 
tent agency staff for the various depart- 
mental services. He has a pleasing person- 
ality combined with the drive required to 
keep a client growing. 
He is looking for growth, both personal 
and financial. He is looking for a group 
of congenial associates who have high 
standards for advertising excellertce... 
associates who operate one of the few 
fully recognized agencies in Texas and 
one of the oldest and strongest. He is 
invited to write fully in first letter 
(strict confidence) to President, Albert 
Evans - Advertising, Dan Waggoner Blidg., 
Fort Worth 2, Texas. 

ADVERTISING—MEDIA 
Expanding advertising agency has sev- 
eral openings for experienced girls to 
assist in their media department. 
Secretary-Clerk; analyst and assistant 
on schedules and an Advanced Clerk 
familiar with publication requirements 
and order placing. 
Pleasant environment—well paying po- 
sitions—37% hr.—5 day week—liberal 
profit sharing plan and opportunity for 
advancement. Write to: 

Herb Zimmermann 
Needham, Louis and Brorby, 

135 S. LaSalle Street 

Chicago 3, Illinois 

~~ PRINTING MATERIALS BUYER 
Large Chicago national advertiser re- 
quires experienced printer and buyer of 
advertising materials, folders, catalogs, 
circulars, lithograph displays, cartons, | 
containers, etc. Must be able to lay out) 
and estimate jobs. Replies confidential. 
Give age, experience, reference, salary 


Inc. 


HELP WANTED 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


came POSITIONS WANTED 


Ad. Mgr. with class pub. seeks broader 
opp. trade, cons. co. or pub. Chgo area. 
Box 9903, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Can your agency put 5 years practical 
copy and public relations writing and 
editing experience to use? This college 
trained newspaper man desires an agency 
connection of mutual benefit. A-! ref- 
erences prove ability—but as the adage 
goes—the proof of the pudding etc. For 
a bite Phone STewart 3-8860 (Chicago) 
PRODUCTION MAN Exp. Newsp. and 

direct mail. Married. Age 25. 

Box 9905, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVES WANTED 
SIGN-DISPLAY 
REPRESENTATIVES 
Business founded late eighties enjoying 
prominent position in industry and high 
reputation production lithographed and 
screen processed metal counter, floor 
displays, indoor and outdoor signs. 


Opportunity to become exclusive repre- 
sentative on liberal commission basis 
exists in several territories. Experience 
selling these mediums not essential but 
some similar experience, creative ability 
and successful selling record requisite 
to consideration. 


Write immediately stating age, exper- 
ience, present activity, past and present 
connections in detail. Interview will be 
arranged. Negotiations treated in strict 
confidence. 

Box 9902, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVES AVAILABLE 
Publisher's Representative-Midwest 
If vour magazine needs energetic, intell- 
igent Midwest coverage by an exper- 
ienced (12 yrs. selling space) but young 
man who believes in working for a living, 
wr.te for interview. 

Box 9391, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 
1000 Business Cards, Raised 
Lettering (7 lines) $3.75 PPD 
(Extra Lines 15¢ each). For C. O. D. Plus 


expected. 
Box 9904, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Postage Dep. $1.00. Agents Wanted, Ben 
Morrow, 2229 Dean Street, Brooklyn, N. Y. 


Company-Retailer 
Program Succeeds 


for New Dinnerware 


TRENTON, N. J.—A _ four-fold 
merchandising and _ advertising 
program, happily, has “forced” 
Stangl Pottery Co. to enlarge its 
comparatively new Prelude pat- 
tern from a partial dinnerware 
group into a complete set. 

The program, put together by 
E. P. Hawley, Stangl’s_ sales 
manager, and the company’s 
agency, John Falkner Arndt & Co., 
Philadelphia, included a four- 
color spread in the November 
House & Garden, an advertising 
and selling kit for retailers, store 
displays and local advertising. 

The magazine copy, showing the 
Prelude pattern in both formal 
and informal table settings, listed 
all 139 stores participating in the 
program. The majority of these 
retailers made extensive use of 
newspaper mats offered by Stang], 
and tied in with window displays 
and room settings showing the 
product in use. Many included a 
blow-up of the House & Garden 
ad in their displays. Newspaper 
copy, tying in related items, 
ranged up-to as much as a half 


dollar volume greater than that 


page. 

The promotion resulted in a 
achieved in any previous campaign 
by Stangl, and retailers sold their 
quotas within a few days after 
the national ad broke. 


To National Advertising 


Naxon Utilities Corp., Chicago 
manufacturer of household appli- 
ances, and Badger Tool Mfg. Corp. 
Chicago, manufacturer of automo- 
tive replacement parts, have placed 
heir advertising with National Ad- 
vertising Agency, Chicago. Trade 
publications, magazines, direct 
mail and dealer aids will be used 


WFIL Promotes Koehler 


George A. Koehler has been ap- 
pointed assistant director of ad- 
vertising, promotion and public 
relations for the Philadelphia In- 
quirer stations, WFIL, WFIL-FM 
and WFIL-TV. He joined WFIL 
as assistant special events director 
in 1945. 


Appoints Petersen A. M. 


Harry E. Petersen, formerly ad- 
vertising manager of Weber Show- 
case & Fixture Co., Los Angeles. 
has been appointed advertising 
manager of Citizens National Trust 
& Savings Bank of Los Angeles 
He succeeds John Christie, who 
resigned to join Buchanan & Co 


out-of-town location. 


Box 7231 
100 E. Chio St., 


PRINTING AVAILABLE 


We have a well equipped shop located in a small city out- 
side of Chicago with time open for a small magazine, house 
organ or other periodical. Can handle color, mailing and 
every detail pertaining to complete service. 

Our prices more than offset the few hours required for 


May we figure with you? 
ADVERTISING AGE 


Chicago 11, Ill. 


February. Interested onlookers are Edgar 


National 
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EVERYBODY'S HAPPY—George W. Coppers, president of National Biscuit Co., New 
York, signs a $1,200,000 contract for three half-hour shows on Mutual starting in 


Kobak, MBS president (seated), and stand- 


ing (left to right): Duncan R. Buckham, MBS account executive; Stewart Boyd, sales 
promotion manager of the company; Jess Barnes, network vice-president; Phil Cross, 
saies manager, Shredded Wheat division, and George Oliva, advertising manager, 


Biscuit Co. 


Related Item Ad 
Copy for Sunkist 
Given ‘49 Boost 


Peach Board Sees Good 
Sales Volume Ahead 
with Similar Tie-up 


Los ANGELES—Cooperative cam- 
paigns with manufacturers of re- 
lated items will play an increas- 
ingly important part next year in 
the merchandising and advertis- 
ing of Sunkist oranges and lemons. 
Grocery operators can look for- 
ward to a continued barrage of Sun- 
kist promotions during 1949, for 
the California Fruit Growers Ex- 
change has scheduled at least one 
specialized campaign each month 
for oranges or lemons, and addi- 
tional drives are planned. 
Beginning Jan. 3, the exchange 
and the Baker’s coconut division 
of General Foods Corp. will launch 
an intensive advertising and store 
display tie-up featuring a close 
liaison between the dealer service 
staffs of the two advertisers. The 
first Sunkist ad in the new series 
broke in the Dec. 11 Saturday 
Evening Post, linking sliced 
oranges with coconut. This inser- 
tion was scheduled before the mer- 
chandising tie-up was made and 
actually precedes the main cam- 
paign, which will start in the Jan. 
23 American Weekly. 


a Copy in This Week Magazine 
and the First Three Markets Group 
also will push the coconut-orange 
combination. Sunkist copy, already 
prepared, does not specifically 
mention Baker’s coconut. Baker’s 
ads will run in February issues of 
Better Homes & Gardens, Country 
Gentleman, Good Housekeeping, 
Ladies’ Home Journal and Wo- 
man’s Home Companion. 

The specific tie-up will be made 
in store displays, and representa- 
tives of both companies will use 
20-square-inch cards which pic- 
ture both products and trade 
names. 

Sunkist officials told ApvEerTIs- 
ING AGE that this type of merchan- 
dising promotion is their answer to 
the increasingly competitive citrus 
market. With stepped-up produc- 
tion, principally in Texas and Flor- 
ida, control of the industry no 
longer rests in California. The ris- 
ing sales curve for canned citrus 
has occasioned much concern and 
resulted in the decision to get more 
competitive in behalf of fresh cit- 
rus. This attitude is taken because 
of the exchange’s oft-expressed be- 
lief that canned juices cannot be 
marketed profitably. 

Sunkist tied its promotion in 
with Pillsbury early this year, and 


a repeat next April, featuring a 
lemon pie made with Pillsbury’s 
pie crust mix. The first drive in- 
dicated that both companies can 
win store display and advertising 
cooperation not previously avail- 
able. Grocers pitched in with con- 
siderable advertising of their own, 
without the granting of ad allow- 
ances; and no allowances are con- 
templated for the ’49 tie-ups. 


# In February the exchange and 
General Mills will jointly plug a 
Betty Crocker fresh orange chiffon 
cake. Both will employ magazine 
space and the cake also will be 
promoted on General Mills’ radio 
programs. 

The same general related selling 
theme will be employed in the 
exchange’s 49 lemon campaign, for 
which a $1,079,000 budget has been 
set. The over-all campaign will be 
divided into six separate drives, 
each of six pages, with five of the 
campaigns using full color. This 
list will include The American 
Weekly, Better Homes & Gardens. 
Ladies’ Home Journal and’ Wo- 
man’s Home Companion. Copy will 
feature lemon desserts, lemon mer- 
ingue pie, lemon with fish and 
other foods during Lent; salad 
dressings with lemon, lemonade 
and lemon in water for health. The 
exchange has featured the latter 
health theme for the past three 
years. 

In addition to this advertising, 
Sunkist will, as it has for many 
years, work closely with the Tea 
Bureau in promoting the use of 
lemon with tea. All campaigns for 
both oranges and lemons will be 
merchandised to the trade with 
business paper copy just before 
each drive is launched. 

Foote, Cone & Belding is the 
Sunkist agency. 


CLING PEACH BOARD 
TIE-IN ADS PLANNED 


San FrRancisco—Thanks to re- 

lated product merchandising, the 
American housewife is expected to 
buy three cans of cling peaches at 
her grocer’s in 1949 for every two 
she purchased during the 1939-41 
period. 
The figure is set by the Califor- 
nia Cling Peach Advisory Board, 
which during the past two years 
has directed marketing activities 
for growers of the state and has 
sponsored more than a dozen joint 
promotional drives in cooperation 
with manufacturers of related pro- 
ducts. Its success in boosting sales 
of canned peaches is attributed in 
substantial degree to these double- 
barreled campaigns. 


ws The board was among the first 
organizations of this kind to oper- 
ate an integrated farmer-canner- 
distributor program on such an ex- 
teusive scale, according to Stanley 
Plumb, the board’s advertising and 
merchandising manager, who told 
ADVERTISING AGE: 


results were so satisfactory it plans 


“We believe our efforts have 
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yeen more than justified by the| Artkraft Promotes Reed 
esulting benefits to the public William Reed. assistant sales 
ind the trade. Consumers are’ re-| manager, has been appointed gen- 
eiving a superior quality fruit/eral sales manager of Artkraft iy WORLD-WIDE AUDIENCE 
hrough research and improved| Mfg. Corp., Lima, O., sign manu- 


standards. Retail grocers enjoy an omen bag! gp lene ABSORBING YOUR MESSAGE 


inerensed turnover, and .the in- ber of the sales department 
dustry itself i ded with all ; 
ustry itself is rewarded with a DAY AND NIGHT 


the advantages of an orderly mar- 
keting movement.” Transfers MacMurray 


Among the participants who| Ted MacMurray, = Radio Fea-|/ Like this Calvert spectacular on 

have joined with the board in pre- err - ad oy nn B. — — the Beardwolk 
vious merchandising campaigns are pao Sates Terese, Bas vem e wa 
named Pacific Coast manager of 


— oom — General ats the company, with headquarters in at the World’s Playground, << 1 
illsbury Mills, American Dairy | Hollywood. + an ’ inl 
Association and the Can Manufac- Atlantic City . . rants FS en, PS We ‘ apart of Ww 
turers Institute. Next on the sche-| Bemis Advances Powell Write for Details r 2 7 —_— oe a 


dule of special events is an early W. F. Powell. in the sales de- 
February drive built around|partment, has been named assist- 


The RC. Maxwell Co.Atantic City Nf 


ai “Sunny Peach Pie”—a new recipe|ant sales manager of the Memphis 

in which the pie crust is baked|plant of Bemis Bro. Bag Co., St. 
New but the peaches are not. Co-spon-|Louis. He has been with Bemis 
de sor then will be Pillsbury, and the |Since 1921. 


new dessert will be promoted in 
national magazines, metropolitan 
newspapers and on the Kay Kyser 
“Kollege of Fun and Knowledge” 
over 215 ABC stations. 


a's ARF Readies Report The RUCKER BROTHERS Say. ee 


e in- 
_can § on Initial Study 
ising 
vail- | of Business Papers 
con- 
own. New YorK—The Advertising 
low- Research Foundation has com- 
con- pleted field work on the first 
publication to be surveyed on its 
newest project, the Continuing 
and Study of Business Papers, and will 


ug a publish a report about mid-winter. 
iffon The Oct. 15 issue of Automotive 
zine Industries, a Chilton publication, 
l be was selected for the initial study 
of the series. The survey issue 


adio 
contained 162 pages. The study has 
lling been designed to determine the 
the potential audience of a given issue 
, for of a specific publication, to “The wonderful results we get from 
een measure the readership of the dice Micsamet availa . . 
1 be publication as a whole as well as ratist can only ve 
ves, the readership of all individual had from a trusted Publication. We 
the advertisements and editorial items, ldn’t — th he R 
This and to provide detailed information couldnt get atong without the Ku- 
ican about subscribers and readers. ralist.”’ 
ens. Alderson & Sessions, Phila- ' iat 
Wo- delphia, conducted the survey. M i . . 
will Approximately 1,000 calls were os > o rare ae a THE RUCKER BROTHERS of Moberly, Missouri, 
ny made in 13 states. Interviews a“ eS a wit have been in the Jersey cattle business for 48 
and were made from Nov. 15 through T. C. (Tunce) Rucker hol ding Design Primate Ma ry- years—consistent advertisers in Missouri Ruralist 
lad the first week of December. ot leit, his brother, HM. Prank Rucher for 15 years. They have never failed to get re- 
ade In addition to Chairman J. F. . vilaens ; sults from a single ad. 
The Apsey Jr., advertising manager 
tter of Black & Decker Mfg. Co., 
ree the administrative committee in 
charge of the business papers 
ing, study consists of Kenneth W. THE TESTIMONY of hundreds of events, has built this overwhelming 
any Akers, Griswold-Eshleman Co., 
Tea William K. Beard Jr., McGraw- . > . ‘ sd 
of Hill Publishing Co., Bernard Dolan, Missouri Ruralist subscribers who also acceptance. ’ 
for Peter A. Frasse & Co., Howard L. 
be Fisher, Rickard & Co., Arnold i an adv rtisin me ium un- P P 
‘ith Friedman, Chain Store Age, L. P. “es S dve & d To those who are interested in estab- 
ore Moyer, General Electric Co., E. : . i ii 
Scott Pattison, G. M. Basford Co., questionably illustrates the Ruralist’s lishing new products in Missouri or 
the and H. Judd Payne, F. W. Dodge afl h b : d TF 
Corp. influence on tne uyin an sellin . . 
Stanley A. Knisely, of Associated ying & increasing the market acceptance of 
Business Papers, serves as an ex- . . ° : ; . 
officio member. habits of Rural Missourians. products already available, Missouri 
re- 
he 9 Sinclair Receives Highest Nearly ninety years of advocating Ruralist offers effective influential 
to Safety Council Farm Award 
at Sinclair Refining Co., New York, : in : ite § : i. 
a cesaheed tee Wahast Bwerd of the agricultural advancements, of analyz leadership, readily interpreted into in 
41 National Safety Council’s farm Z : 
safety conference on Dec. 9 for ing, not merely reporting on farm creased sales. 
r- its documentary film on farm 
“d safety entitled, “The Miracle in 
on Paradise Valley.” The film was 
| prepared by Sinclair in collab- 
es oration with the U. S. Department 
as of Agriculture and extension ser- 
nt vice, agricultural colleges, the Na- 
on one ay | Council, county Display Livestock Advertising 1947 It’s” 
O- agents and farmers. : Z 4 : 2 ie 
es The film also received awards No.1 Missouri Ruralist ..................... 42,115 lines ‘ b. ef 
: from the Cleveland Film Council} = ## = §£=-Y%649 A Weekly Farm Newspaper... 3,915 lines M me * om oe 
“ Sar ies eieeaetie’ No.2 A Weekly Farm Newspaper. issou rl i é 
(From Publishers Information Bureau) . —_ 
Ce-Lect Baking to Korn 
st J. M. Korn & Co., Philadelphia. 
nates Sumit! ~~ AAT SSOURI RURALIST 
r- vertising of Ce-Lect Baking Co., 
(- eee Editorial Office . . . Fayette, Mo. , 
Chapin Joins WLW-T x 
id Don L. Chapin, formerly head 


of sales of Station WIMA, Lima, 
O., has joined the sales staff 
re of WLW-T, Cincinnati 
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700,000 FAMILIES PREFER 
THE JOURNAL-AMERICAN....AN 
AUDIENCE NEARLY DOUBLE THAT 
_OF THE SECOND EVENING PAPER 


. . ; New York’s great evening family audience only one newspaper can 
@eliver a reader-bonus of nearly one hundred percent. That means twice the circulation, twice 


, / the readers, twice the selling power for your advertising in the Journal- American 
¥ . . » favorite newspaper of 700,000 New York families every evening. 


(AMERICAN | PEOPLE7> 


~ es 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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New AFA Booklet 


Answers Ad Queries 


New York—The Advertising 
Federation of America this month 
is sending 20,000 copies of its new 
booklet, “Some Questions and An- 
swers about Advertising,” to its 
members and to business papers. 

The eight-page leaflet “is an at- 
tempt to state and answer in simple 
terms some of the questions which 
are asked frequently of every ad- 


"QUR BUSINESS IS THE HANDLING OF 


wREmICm and CONTEST 


Responses 
FREE 16 PAGE BOOKLET 
sdociated Activities Inc 


vertising man and woman. It takes 
up 20 questions, such as “How 
much is spent for advertising in 
the United States?” and “Doesn’t 
advertising add to the cost of the 
goods advertised?”, and offers a 
brief, lucid answer for each. 

Copies are available from the 
AFA at the rate of ten copies for 
50¢; 25 copies for $1; 50 copies for 
$1.75, and 100 copies for $3. 


Appoints Lindsay Agency 

Marble Institute of America, 
Mount Vernon, N. Y., has placed 
its advertising with Lindsay Ad- 
vertising Agency, New Haven, 
Conn. 


Gorman Drops Publications 
Bryce Gorman Associates, New 
York, publishers’ representative, 
has resigned as representative of 
the American Federation of Arts 
publications, effective Dec. 31. 


= aaa aS he 


+ A BIG market of over 
+ 


Sel/ the WE WS READERS 


1,250,000 people 
Read by 98.6%, city zone families 


You can sell economically in the Buffalo Evening News 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 


2 ee ee en ee et en nh OOOO See 


NOW AVAILABLE — 


men...to probe skilfully into 


undreds of times a day.. 


booklet. 


on-the-spot 
community, 
Bruce M. Bree way. 


ING AGE, 100 


NEW MARKET STUDY BOOKLET 


“THE MUNCIE STORY” 


reprinted from ADVERTISING AGE 


If you had the time to spend three solid weeks talking to 
retailers, bankers, real estate men and neighborhood business 


the attitudes and reactions of 


the people on Main Street who have it in their power to sell 
our product—or a competitor’s—over their counters, 


Then — you would have a portion of the fascinating market- 
ing information you can secure now in the “Muncie Story” 


The major portion of this booklet represents an intensive 
del elving into retailing in a typical American 
ADVERTISING AGE’s Associate Editor 


In addition, it contains two complete sections showing all 
of the latest data bearing on America’s current distribution 
picture — on its wholesaling and retailing structure. 


Copies of the “Muncie Story” may be obtained 
now at 75¢ each, by writing to: ADVERTIS- 


E. Ohio Street, Chicago 11, 


Illinois, and enclosing proper remittance. 
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DECEMBER ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial Consmannetal 

Display, ispiay, 

Excluding Excluding 

Poultry, cL rhe oe 
Classified and , er po _ 

Total Advertising Livestock -——Tota Advertising, ivestoc 
——1948—, ——1941—, 1948 1947 e— ——_it-—, es he 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
Parmer, The ........ 58.5 45,858 61.8 ese ors pegs 
Hoard’s Dairyman 42.7 31,046 43.8 81,887 26,34 42" 
FARM MAGAZINES idaho Farmer ....... 38.38 28.920 39.1 29,571 26,841 27,82 

Indiana Farmer's 

Capper’s Farmer .... 49.2 33,475 44.6 80,315 32,409 29,493 2 ; 

Country Gentleman .. 93.4 63,525 85.1 57,876 61,315 66,028 co coe S88 64 e+e oy | vigor ar pays iS 'se1 221: 

Farm Journal ....... 87.3 37,466 92.2 39,564 35,422 37,908 Michin —— ess 39.8 30578 455 34930 27807 31°86: 

Progressive Farmer: (Miseeuti Farmer | 86 6566 7:2 5621 6100 6.36" 
Carolina-Va. Edition 68.7 50,036 70.7 51,435 47,082 48,698 Siesenri Ruraiiet **** oes 91879 818 24144 18704 20.60° 
Ga.-Ala.-Fla. Edition 69.8 50,793 68.7 49,979 47,855 47,010 Montans Farn US cee 41.0 31067 39:3 29683 24751 21 23: 
Ky.-Tenn.-W. Va Nebraska Farmer... 67.0 50°727 69:7 52.220 40.789 44.80 
Edition ........... 65.1 47,362 65.0 47,328 44,980 44,796 | Vee , ' ’ , ' 
Miss.-La.-Ark . 
fs nll 65.2 47,442 65.5 47,720 44,589 44,841 | Homestead ........ os oo oF en wee ao 
Texas Edition .... 69.3 50,425 70.1 51,028 47,190 47,783 | | WO "AEMMOE  --+++- 37.0 27982 89.1 29571 25,908 © 27,82" 

*In all 5 Editions.... 59.8 43,545 60.7 44,197 41,682 42,490 | (reson -Srmer --... ste ; > = on . 

*Aver. 5 Editions.... 67.6 49,211 68.0 49,497 46,339 46,626 a 18.0 19.572 16.7 18.172 19.572 18.17: 

Southern Agriculturist 83.3 23,325 39.1 27,343 21,510 25,299 mt...  GLPES 328 24804 343 27072 22,983 25,00: 

Successful Farming.. 91.1 41,011 90.7 40,881 89,760 39.797 | Tah“Parmer .- 35-4 25,806 83.5 25,382 28385 28:87 
Total Group ...... 692.4 444,860 691.7 448,414 422,102 421,653 Wallaces’ Farmer & 

Iowa Homestead .. 56.8 44,514 67.2 652,645 42,453 47,390 
Washington Farmer.. 36.5 27,382 394 29,852 25,508 27,607 
MONTHLIES Western Farm Life.. 30.4 23.871 81.4 24.624 21,953 22.762 
Cieseiiets maui %*Herdsmen Edition . 24.7 19,343 25.9 20,267 3,931 1,660 
Wisconsin 

A... gasieses* «* 21.1 9,015 21.7 9,847 8,825 9,155 Agriculturist ...... 49.6 38,912 56.2 44,042 38,232 48,063 
, meee Total Group ...... 901.1 691,300 945.5 725,669 616,958 644,773 
Eastern Edition ... 47.6 20,432 45.6 19,540 7,837 9,683 | Bi-Weeklies—November 
Central Edition ... 40.2 17,265 41.4 17,759 17,545 8,975 | *Arizona Farmer .... 65.1 49,224 89.8 67,928 45,696 64,750 
Western Edition ... 33.0 14,168 35.8 15,348 6,484 8,820 | California Farmer: 

*In all 3 Editions ... 30.6 18,116 31.9 13,681 6,343 8,352 Northern Edition... 49.0 37,043 56.9 43,015 38,450 38,474 

Arkansas Farmer ... 8.8 6,636 9.1 6,903 6,244 6,085 Southern Edition .. 46.9 35,420 53.9 40,714 31,827 36,173 
3etter Farming *Dairyman’s League 
SME. eikcsoesas 23.8 10,002 26.8 11,516 10,002 11,516 Reine 7.3 5,329 84 6,144 8,584 4,985 

Better Fruit ........ . ans pf or aate cane Prairie Farmer ..... 61.3 44,618 638.6 46,294 387,848 40,665 

Breeder's Gazette y 559 19. 81 " ,553 RAK 100 40K 1898 

California Citrograph 28.9 16.044 24.9 16,758 165.792 16,562 én ee 164.6 122,405 182.8 136,167 106,709 120,297 

Carolina Co-operator. 3.0 1,260 6.2 2,199 1,144 1,956 eeklies—Nov 

Cattleman, The ..... 79.5 83,421 177.0 $2,378 19,827 19,880 | ‘Capper’s Weekly .... 7.2 16,128 10.0 22,459 12,468 18,341 

Electricity on the Farm 23.8 8,517 23.6 8,441 8,517 8,441 | Weekly Kansas 

Farm and Ranch. 29.2 20,507 89.5 27,678 16,831 24,174 OS eee 22.6 65,791 17.8 42,584 44,521 30,799 

‘Farmer-Stockman ++ 246 beer * by er 17,195 Total Group ...... 29.8 71,919 27.3 65,048 56,989 49,140 

Florida Grower ..... i 93 1 14,075 14,182 18,358 

Kentucky Farmer"... 19.8 15,106 19.0 14,921 18,509 13,327 | Dailies—-November | 

oe eae SS ee ee ee ee oe Soc. ce 7.6 58,656 25.1 53,315 82,794 30,623 

“ Kansas City Daily 

Bie mond pessccess GS. Gm . 2 Raw aan hee Drovers Telegram . 31.8 67,718 30.7 65,334 35,544 35,407 
.  svceneecets 85.8 16,046 37.8 17,014 12,942 18,802 Ouste Deby Journal- 5.0 74,479 33.7 71.778 44,176 45,795 

Pacific Poultryman... 29.1 12,490 29.56 12,657 4,769 3,891 ids Belle tive Y , , , , 

Poultry Tribune: bape ‘ 

Masters Maitton ... 65.3 19,600 61.5 92,000 Scns 11,009 | ‘Seem Reporter .... 166 35.519 185 20,000 Sim Dee 

Central Edition 39.7 17,044 45.0 19,821 8,639 11,474 Total Group ..... 111.0 236,172 108.0 229,817 135,300 141,615 

Western Edition $2.3 13,877 38.0 16,304 17,477 10,087 *Not included in totals. ‘Smaller page size 1948. "Larger page 

*In all 3 Editions... 27.7 11,874 34.4 14,743 6,802 9,574 size 1948. *1947 linage includes 25th Anniversary Edition. *Three 
Rural Gravure ...... 4.5 4,534 8.4 8,444 4,534 8,444 |- issues 1948; two issues 1947. ‘Four issues 1948; five issues 1947. 

| ne B ny oe at ane ons BL. ets Boe Sateen omen, — ey edition also carries all linage car- 

outhern Planter ... . ° . ° . ried in estern Farm e. 

Western Dairy Journal 47.4 19,908 43.2 18,172 6,258 7,252 

*Western Livestoc 
( eeeh—" genrinetiet Pian 106.8 44,856 155.5 65,810 18,828 22,792 CANADIAN 

106.5 250.5 . " 

Total Group ...... 813.4 402,199 903.9 444,116 264,580 302,490 ame aaa ¥" 81.9 22,285 87.1 25,978 16,995 18,872 
ay eo peed ¢ 990s 96 sees tee 8 Country a The.. 26.6 19,182 27.8 19,978 19,182 19,978 
daho Granger ...... 4 ‘ A A ,238 Family Hera 
Nation’s Agriculture. 9.2 4,156 6.6 2,989 4,156 2,989 Weekly Star: 

Wyoming Stockman- Eastern Edition.... 82.1 82,101 85.9 85,897 62,661 59,871 
EE doN cs eaase 19.7 17,622 10.0 9,016 14,962 17,756 Western Edition... 71.8 71,782 71.0 70,998 58,158 50,643 
Total Group ...... 86.2 29,744 24.2 20,271 26,986 18,983 Farm & Ranch Review 15.0 10,800 16.7 12,003 10,104 11,169 

Dorr err eL . seces cae caste 10 & Home Magazine... 35.7 24,963 39.6 27,699 20,064 28,115 

a , . , 18,410 24,229 | Parmer’s Magazine .. 27.1 18,964 31.3 21,943 13,422 15,996 

=e 24.1 26,194 20.8 22,596 25,8 *Free Press Prairie 

PB me MYRNA SSS 88,066 Wasene? ccccsssc css 13.9 128,128 102.8 115,101 72,134 659,488 
and Farmer ....... 21.0 15,840 18.7 14,148 12,102 11,629 | *Western Producer .. 31.0 33,129 45.4 48,527 13,212 23,687 

Cooperative Digest .. 15.5 38,255 12.6 2,625 3.255 2.625 Total Group ...... 435.1 411,284 457.1 428,124 285,927 282,319 

"Dakota Farmer ..... 53.5 41,992 46.0 35,520 40,563 33,747 *November lineage. 'Two issues 1948; 3 issues 1947. 

= * 
December Farm Philadelphia Admen | £xpects Record Sales 


Publications Off 
3.2% in Ad Volume 


Cuicaco—Although farm maga- 
zines showed a fractional gain, 
farm publications reporting this 
month were off 3.2% in total ad- 
vertising volume, compared with a 
year ago, according to the monthly 
tabulation by ADVERTISING AGE. 

Publications reporting for the 
month carried a total of 1,998,599 
lines of advertising, compared with 
2,064,497 lines a year ago. Decem- 
ber farm magazines, with 444,860 
lines, were 0.3% ahead of their 
volume for December, ’47, of 443,- 
414 lines. 

December monthlies, with a total 
of 402,199 lines, were off 9.4% 
from their 444,116 lines of a year 
ago, while November monthlies, 
which carried 29,744 lines, were 
46.7% ahead of their ’47 volume, 
20,271 lines. 

Semi-monthlies for November 
were off 22.1%, from 725,669 down 
to 691,300, and November bi-week- 
lies were off 10.1%, from 136,167 
to 122,405 lines. November week- 
lies registered a 10.6% gain, carry- 
ing 71,919 lines compared with 
65,043 a year ago. November dailies 
were up 2.8%, from 229,817 to 
236,172 lines. 

Canadian farm publications were 
off 3.9% for the month, declining 
from 428,124 to 411,284 lines. 


Will Air Giants Over WPIX 
Liggett & Myers Tobacco Co., 

New York, will sponsor the home 

games of the New York Giants 


|again next season over WPIX, 
|New York. Time to cover the 74 


telecasts was bought through New- 
ell-Emmett Co. 


Will Get 132,000 
Presents Jan. 17 


PHILADELPHIA—More than 132,- 
000 items of America’s best adver- 
tised products will be distributed to 
members of this city’s famed Poor 
Richard Club and their guests at 
the club’s annual banquet in the 
Bellevue-Stratford Hotel on Jan. 
1% 

Each person attending will re- 
ceive a souvenir Aero Frame zip- 
per cloth bag filled with merchan- 
dise. Each bag will be crammed 
full with about 100 items each. 

Distribution of the bags marks 
revival of a Poor Richard custom 
which had been an annual event 
for about 20 years before the war. 

The job of assembling the var- 
ious items and packing them will 
be handled by 100 volunteers. Mer- 
chandise will be brought to the 
hotel from a waterfront ware- 
house. 


‘Chain Store Age’ Adds Two 


John Mitchell Claydon, formerly 
with the New York Sun, and John 
Day, formerly with Street & Smith, 
New York, have joined Chain Store 
Age on the advertising sales staff 
and as a field editor of grocery 
editions, respectively. Albert 
Isaacs, production manager of the 
publication, has been named as- 
sistant business manager in ad- 
dition to his other duties. 


Posselius Joins Talbott 


John Posselius, formerly adver- 
tising and merchandising manager 
of the Good Housekeeping Shops of 
Detroit, has joined Zeder Talbott, 


Inc., Detroit and Los Angeles 
agency. 


Sales of the Celanese Corp. of 
America, New York, will reach a 
record of $230,000,000 this year, 
according to Harold Blancke, pres- 
ident. This will mark an increase 
of about $50,000,000 over 1947. 


Keese Rejoins WFAA 


Alex Keese has rejoined Sta- 
tion WFAA, Dallas, to direct local 
and regional sales activities. For 
the past four years he has been 
with Taylor-Howe-Snowden as di- 
rector of its sales organization. 


Appoints Gray & Rogers 


Gray & Rogers, Philadelphia, 
has been named to handle the 
advertising and publicity for the 
1949 Philadelphia Flower Show, 
scheduled at the Commercial Mu- 
seum March 21-26. 
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HERES THE ASPIRIN TABLET 
THAT Figs YOUR CHILDS NEEDS 


T 
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SMALLER, SWEETER—Plough, Inc., Mem- 

phis, has made a sweet success of its 

St. Joseph aspirin for children, a sweet- 

ened, orange-flavored product launched 

a year ago. Lake-Spiro-Shurman pre- 
pared the color ad above. 


Plough Makes Sweet 
Success of Flavored 
St. Joseph Aspirin 


Mempuis—An interesting suc- 
cess story can be told for St. Jo- 
seph aspirin for children, on the 
market for the past year. 

Introduced by Plough, Inc., 
Memphis proprietary house, as a 
little brother of St. Joseph as- 
pirin, said to be the largest selling 
10¢ aspirin on the market, the 
children’s product has taken hold 
well all over the country. 

Special advertising is appearing 
in Drug Topics, N. A. R. D. Jour- 
nal, Parents’ Magazine, Macfadden 
Group and Pediatrics, 
while the product also gets some 
supporting mention in the major 
campaign running for St. Joseph 
aspirin in 500 newspapers and an- 
nouncements on 100 radio stations. 

The appeal to mothers stresses 
the fact that St. Joseph aspirin 
for children provides a dosage 
suited to their need. Each tablet 
contains 1% grains of aspirin, 
one-quarter the regular adult 
content. The tablet is orange 
flavored and sweetened to a 
so that it can be 
taken without water and chewed 
like a confection. 

The product is packaged in an 
attractive pink-and-blue carton, 
and the ads in the magazines are 
in full color to reproduce both 
product and package and encour- 
age easy identification. 

The advertising, in charge of 
Cc. S. Drane, vice-president, and 
Frank G. Morris, is placed through 
Lake-Spiro-Shurman, Inc., Mem- 
phis agency. 


McDonald Names Lyon 

W. D. Lyon Co., Cedar Rapids, 
Ia., has been named to handle the 
advertising of A. Y. McDonald 
Mfg. Co., Dubuque, manufacturer 
of pumps and plumbers’ supplies. 
Farm publications, business papers 
and direct mail will be used. 


WGBR Appoints Scott 

Coleman Scott, formerly station 
director of WSAY, has been ap- 
pointed general manager of Sta- 
tion WGBR, Goldsboro, N. C., .suc- 
ceeding Leland B. Nelson, who has 
resigned. 


Appoints Ramsdell Agency 

Lee Ramsdell & Co., Philadel- 
phia, has been appointed to handle 
the advertising of VanPelt & 
Brown, Inc., pharmaceutical man- 
ufacturer, Richmond, Va. 


35 


KPIX Issues Rate Card | 

KSFO’s television station KPIX, 
San Francisco, which made its 
debut this month, has issued its 
first card. The base rate for one 
hour of Class A time will be $250. | 
The hourly rate for Class B time! 
will be $187.50 and the charge is 
$125 for Class C time. One minute | 
of film or slides will cost, for 
Class A, $37; Class B, $28.50, and 
Class C, $19. 


Names Simon & Smith 


ae 


REPLY-O LETTERS 


will do your selling job 


Simon & Smith, Portland, Ore., / Less Exvpensiuely 
has been named to direct the ad- 


vertising of the Daily Journal of a 

Commerce, Portland. Campaigns 4 

for the business newspaper pub- _The Reply Is ; 
In the LETTER 


lishing division and for the print- 
THE REPLY-O PRODUCTS CO. «+ 150 W. 22nd ST. « NEW YORK 11, N.Y. 


NATIONAL ADVERTISERS SAY: 


“On parallel test - ‘Results of Reply-O Letter 
Reply-O vs. regular Direct Mail to business and 
letter — Reply-O Let- professional men — 96,000 
ter gave us 26% more Reply-O Letters; 25,700 re- 
on a $3.50 offer."’ plies; $17,843,000 volume 
Robert Stone, Vice 
President The Notional 
Research Bureou 


wt 


of new business."’ 

George Kelley, Director of 
Soles Publications New York 
Life Insurance Company 


ing division will include trade pub- 
lications, Portland newspapers, lit- 
erature and direct mail. 


Farm magazines are the farm fam- 
ily’s main source of new ideas. This 
is what farm families in the South 
and in the nation have invariably 
said in survey after survey, when 
asked to name their most helpful 
medium. Farm magazines were 
again listed asa main source of new 
ideas by 64% of the Texas farmers 
recently interviewed by the Texas 
Agricultural Extension Service. 


Advertising in farm magazines gets 
high readership. In a survey of 
Texas and Oklahoma readers 
of The Progressive Farmer, made 
by The Advertising Research 
Foundation, the 10 advertising 
pages best-read by men attracted 
an average of 75% of men readers, 


and the 10 best-read by women 
attracted an average of 70% of 


women readers. 


Southern farm families read and 
prefer The Progressive Farmer. A 
Crossley survey of the 14 Southern 
states shows that The Progressive 
Farmer leads the next magazine 
(of all kinds) by 47% in number 
of regular-reader farm families and 
by 99% in number of regular- 
reader farm families who name it 
their favorite magazine. 


Findings of these surveys add up 
to one important fact: New ideas 
about your product in advertise- 
ments in The Progressive Farmer 
are your direct route to big sales 
in the prosperous rural South. 


ONE MILLION 
SOUTHERN 
FARM FAMILIES 
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Advertising Offices: BIRMINGHAM, RALEIGH 


DALLAS, NEW YORK, CHICAGO 


S. Townsend Co., san Francisco, Los Angeles 
‘ 


MEMPHIS, 


Pacific Coast: Edward 
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WHAT'S GOING ON AT 


Ralph Starr Butler recently pointed up a growing trend among advertisers 
and advertising agencies—to study carefully the quality of circulation 
delivered by the magazines they buy. 
Perhaps the best available yardstick of circulation quality 
in a magazine is its success on the newsstands. 

: Check this list to see what the top 15 newsstand magazines are doing. 


THE TOP 15 NEWSSTAND MAGAZINES 


COPY AND % 


POSITION CIRCULATION GAIN OR LOSS 
Ist Six 2nd Six Ist Six Ist Six 2nd Six Ist Six Ist Six Months ‘47 
Months Months Months Months - Months Months vs. 

1947 1947 1948 MAGAZINES 1947 1947 1948 Ist Six Months ‘48 
1 1 1 Life 2,389,977 2,540,052 2,282,205 —107,772 — 45 
2 2 2 Ladies’ Home Journal 2,257,839 2,155,499 2,091,865 —165,974 — 7.4 
6 3 3 True Confessions 1,584,406 1,737,579 1,778,158 +193,752 +12.2 
3 A 4 Saturday Evening Post 1,825,617 1,730,532 1,740,891 — 84,726 — 4.6 
4 5 5 McCall's 1,778,105 1,668,148 1,637,844 —140,261 —- 7.9 
5 6 6 Woman’s Home Companion 1,621,742 1,527,400 1,502,192 —119,550 — 7.4 
7 7 7 Look 1,474,566 1,420,070 1,374,002 —100,564 — 6.8 
8 8 8 True Story 1,287,336 1,231,248 1,335,976 + 48,640 + 3.8 
10 10 9 Better Homes & Gardens 1,195,744 1,150,990 1,118,661 — 77,083 — 6.4 
9 9 10 Good Housekeeping 1,223,353 1,167,976 1,116,056 —107,297 — 8.8 
18 12 11 Modern Romances 932,263 981,045 1,040,645 +108,382 +11.6 
4 14 12 True 956,834 949,989 1,031,865 + 75,031 + 7.8 
17 16 13 See 935,315 935,315 957,409 + 22,094 + 2.4 
19 15 14 Modern Screen 931,752 944,482 931,557 _~ 195 + 0.0 
13 13 15 American 970,430 954,370 906,400 — 64,030 — 6.6 


WHAT THIS REPORT REVEALS: 


Modern Romances, True Story, True Confessions 
are the only women’s magazines in the top 15 


(or the top 20) to show a gain '48 over '47. 


Modern Romances & Modern Screen are the only 
women’s magazines to show a steady gain in position 
in each of the 3 six-month periods. 


Modern Screen is the only screen magazine among the 


top 15 leaders. 


Dell Modern Group is the only group with 2 magazines in the top 15. 
Modern Screen shows a 3.1% newsstand gain for the first 9 months '48 over 


°47; Modern Romances did even better with a 14.1% increase. 


DELL MODERN GROUP 


DELL PUBLISHING COMPANY, INC., 261 Fifth Avenue, New York 16, N. Y. 


MODERN SCREEN 


MODERN ROMANCES 
SCREEN STORIES 
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THE NEWSSTANDS? 


shifts in leadership among the top 15 newsstand magazines 


Newsstand Circulation Position Newsstand Circulation Position 
Jan.-June 1947 Jon.-June 1948 


. LADEES’ HOME JOURNAL © 
. TRUE CONFESSIONS : 
. SATURDAY EVENING POST. 
MCCALL'S : 
WOMAN'S HOME COMPANIO! 
LOOK : 
/ TRUE STORY 
BETTER HOMES & 


11. AMERICAN HOME 
12. PHOTOPLAY 

13. AMERICAN 

14, TRUE 

15. COSMOPOLITAN | 
Ab, COMERS a 
VT, St ,, 
if 18] modera romances : 


ye modern screen _ 


newsstand circulation record of the leading women's magazines 
PERCENTAGE GAIN OR LOSS OF THE FIRST HALF OF 1948 OVER THE FIRST HALF OF 1947 


GAIN LOSS 
TRUE CONFESSIONS enn, TAA 


vay AY 


TRUE STORY + say, FAY 

“wc 
BETTER HOMES & GARDENS TES 145, 
LADIES’ HOME JOURNAL TOE — 1, 
WOMAN’S HOME COMPANION HP — 1, 


Mc CAL'S SBAG - 19 
GOOD HOUSEKEEPING SIC — 1 


PHOTOPLAY 


SOURCE: ABC Statements, 1947-1948 


SCS i 
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Mm Dee we. bee ee 


‘We all can have better teeth 
»»»- because women acted! 


iy oc (oe oe 


LET’S SPREAD THE GOOD NEWS — decided readers of recent COMPANION article “The 
Simplest Health Program Ever Proposed.” Thousands of reprints were requested by 
women determined that the sensational new treatment for cutting tooth decay had to 
be applied in their communities. Through all kinds of local publicity, civic groups 
pushed the plan highlighted in the COMPANION aarticle! 


Moving women to action is the COMPANION’s forte. In the women’s field it pays to 
keep your eye on the COMPANION. Below is more dramatic proof of that! 


THE PUBLIC DEMANDED! — In the past two years the 
COMPANION has increasingly demonstrated its power 
to excite readers to active participation in matters 
of public concern. During this time more than 
795,000 reprints of COMPANION Public Service Arti- 
cles have been requested! 


THE YOUTHFUL APPEAL! — Lloyd Hall Reports for the 
first eight months of 1948 show that the COMPANION 
leads the women’s service field by wide margins in 
the editorial linage on children and beauty. The 
CoMPANION has first claim on young women in the 
midst of the “buying years!” 


TEE 


HERE’S A GRAVY TRAIN! — More and more advertisers 
and agencies go to the COMPANION for action. Com- 
PANION was the only service book to chalk up adver- 
tising linage gain in the first six months of 1948 as 
against the same period in 1947. All other service 
magazines Jost linage! 


WOMAN’S HOME COMPANION 


THE MAGAZINE OF PERSONAL SERVICE, 


Monthly Circulation More Than 3,850,000 
HOME SERVICE, 


PUBLIC SERVICE 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


OUTSTANDING—The award for the best car card in the brand and package identi- 

fication group in the 4th annual competition sponsored by National Transitads is 

presented to Robert M. Ganger (left), partner of Geyer, Newell & Ganger, for the 

agency’s Embassy cigaret card. Edmund J. Frazer, vice-president in charge of 

sales for Transitads, presents the certificate. Wes Loveman, art director of the 
agency, designed the winning card. 


FIRST ANNIVERSARY—Arthur B. Church (left), founder and president of KMBC-KFRM, 

Kansas City, Mo., stars on a broadcast celebrating the first anniversary of KFRM. 

The broadcast was a feature of a birthday breakfast attended by staff members 

of the two stations. Jim Burke (right), special features director of the stations, 
times the boss with his stop watch. 


OKAY — 


but what’s 
in it 
for me? by 


= 
ais tiessiea'y the richest country RUT THE REST 18 YET 


im the world. Se what’ things can be even better saeed eminst 
4 we better, Bight ne verve ate 
Se Americans produce more than 


any people oo carth. Ohay—but 


what's in it for mee 


Ac all times, in all ages, nations We can beat the boom and buat evete 
have had to answer that question — Wr can have even better bat, better cloths 
ete. better wages, bette: hennes ly smssore 


or go out of business. 


The average man — the worker, the 
farmer, the small busineseman— ix 
human enough to ask: “What will it 


do tor me—fer me and my wife and 
any Kies?” produce through better machines, better 


in prepertion te hee» much all \wericans 


thethods, better teamwork 


iet’s look at the record—~ jd that’s abeut it. What's in it for 
vou depends om what's in it for Ameries 
Heve im Amgrica we have the best answer 
ja the warkd to that qwestion 
Approved for the 


PUBLIC POLICY COMMITTEE 
of The Advertising Council 
by: 


far every her we work PANS CLARE, Pxcrutive Dew 
wave F cceed 


Machine Power: Sure 1910 we have an- 
creased om enpply of mactnor power 
4!) themes 


Production: Since 1010 we have more than 
teutted the watput cach of us prohucce 


Naw 


Fncame: Since 1910 we have increased our 
RAVES SISTIREN, Roomamit, Bnarican Podere . 
< APHRES- 


PAUT Gh. HORPMAN, Pormerty Preddent “ra0 
teohker (rey 

Work Hours: Since 1910 we have ent 18 . 
Sistem thoes tem ‘sirens sears ak Published in the Public Inivress try ooo rsTies 

eqs alent to two present secrage work- YOUNG & RUBICAM INC. 

days. 
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Y&R SIGNS JWT AD!—Strange things are happening in the Advertising Council’s 

economic understanding campaign. This ad, signed, and space paid for, by 

Young & Rubicam in the Dec. 4 issue of the New Yorker, was prepared by J. Walter 

Thompson Co., one of the volunteer agencies. The ad also ran in Dec. 13 Advertising 

Age, sponsored by Benton & Bowles. Specific ads are prepared for each month 
and thus an agency doesn’t always sponsor the ads it prepared. 


A STITCH IN TIME—That’s CBS star 
Arthur Godfrey smiling through those 
whiskers, while Fred Siemsen of the 
Newell-Emmett Co. saves the day with a 
safety pin. Godfrey is playing St. Nick 
in the Chesterfield television commercials. 


NEW SPOT—the first use of police traffic 
boxes in downtown Springfield, Mass., is 
doing a promotion job for ABC's “This Is 
Your FBI.” The promotion is the brain 
child of Howard S. Keefe, promotion man- 
ager of WSPR, who is shown here with a 
patrolman at the city’s busiest intersection. 


RAIN QUEEN-Pat Ogden of Hawall is proclaimed Rain Queen 
in @ contest sponsored by Rain Queen, manufacturer of rainwear, 


UNDERPRINT—Here are James H. Cobb Jr., Delta Air Lines; B. D. Adams, Burke 
Dowling Adams, New Jersey agency handling Delta, and Roy H. Brown, national 
advertising manager of the Atlanta Constitution. The financial page they are holding 
carries a De!ta DC-6 advertisement printed in light blue, with financial listings 
superimposed. So far, four southern newspapers have used similar advertisements. 
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NEW AANR OFFICERS—New officers of the American Association of Newspaper 
Representatives elected at the Cleveland meeting on Dec. 6 and the retiring 
president are, left to right: Douglas Taylor, J. P. McKinney & Son, secretary; Tom 
Walker, Sawyer-Ferguson-Walker, president; George Gilbertsen, J. W. Cullen Co., 
retiring president, and Dell Worthington, Cresmer & Woodward, vice-president. 


- % tt : li ge? re 


ANIMATED—Cedric Adams, Minneapolis Star columnist, testifies for Flame Room 

coffee with nods of the head, rolling eyes and up-and-down action of eyebrows in 

this board installed for McGarvey Coffee Co., Minneapolis, through Fadell Co., 

McGarvey’s agency. Watching the operation, here, are John Pikala of Fadell; 

L. O. Isackson, sales manager of McGarvey; Acting Mayor Eric Hoyer of Minneapolis; 

Robert G. McGarvey, president of the coffee company, and Henry Baker, branch 
manager of General Outdoor. 


, Soe) 
Lester L. Wolff, head of the New York agency In charge of the 
account, is the lucky pinner-on of the title ribbon, 
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24 Employ Elsie 
to Sell Novelties 


New York—Novelties produced 
by 24 manufacturers, all featuring 
Borden’s favorite cow, Elsie, were 
displayed at Elsie’s 12th anniver- 
sary party held at the Hotel Roos- 
evelt on Dec. 9. 

Elsie Enterprises, New York, 
reports that licenses to novelty 
manufacturers have increased 
150% in the past year, with many 


more waiting to sign for permission 
to use Elsie, Elmer, Beulah and 
Beauregard likenesses on merchan- 
dise. 

Birthday party guests were 
greeted personally by Elsie and 
Beauregard. 


Tanvilac Names Grassel 

Harold W. Grassel, formerly with 
Quaker Oats Co. and Albert Dick- 
inson Co., Chicago, has been named 
sales manager of Tanvilac Co., 
Des Moines, manufacturer of vi- 
tamin and mineral products. 


$100,000 Air Time Plugs 
‘Des Moines Register’ 


Des Moines Register and Tribune 
have signed a contract with WHO, 
Des Moines, calling for ten one- 
minute spots and four station 
breaks each week, to promote the 
sale of the newspapers. The news- 
papers now use six stations regu- 
larly, to the tune of $100,000 of 
time annually. 

Other stations being used are 
KRNT and KSO, Des Moines; 
KMA, Shenandoah; WMT, Cedar 
Rapids, and WNAX, Yankton, 
S. D. All are 5,000-watt stations 


except WHO, which is 50,000 watts 
clear channel. The newspapers’ 
weekly air lineup now includes a 
one-hour show (Town Meeting of 
the Air), 25 15-minute shows, 36 
one-minute spots and 54 half- 
minute station breaks. 


Beach to Pacific Outdoor 


Philip S. Beach, formerly out- 
door space buyer in the San Fran- 
cisco office of J. Walter Thompson 
Co., has been named assistant to 
the president of Pacific Outdoor 
Advertising Co., Los Angeles, ef- 
fective Jan. 1. 


iD i] ( 


Christmas 1948 


y) 


eldom, since the beginning of Christen- 
dom, have intolerance and tyranny been 
y so rampant to perpetuate turmoil and 
Z2) Godlessness throughout the world as 


on this anniversary of the birth of the Prince of 


Peace. waSurely, this is a time for strong minds and 


stout Christian hearts to remain calm and firm in their 
unwavering faith inGod and to pray for Ais guidance 
and wisdom that we may keep this great democracy 
of ours united against the brute forces of hate and un- 
enlightenment. asset, lectus be charitable and under- 
standing toward all peoples. Let us overcome our 
own shortcomings and be determined to defend the 
principles of Christianity so that all mankind may en- 


jou the fruits of freed 
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lom and the right to worship God. 
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Nicro Steps Up 
1949 Ad Promotion 
for Coffee Makers 


Cuicaco—Nicro Steel Products 
will open its largest advertising 
and merchandising drive in 1949 
with insertions in Life, and wo- 
men’s service books, plus adver- 
tisements in trade publications anc 
newspapers. 

Although schedules are still in 
the preliminary stage, newspaper 
campaigns on a market-by-market 
basis probably will be used to pro- 
mote Nicro’s stainless steel coffee 
makers, its waterless, automatic 
egg cooker and other kitchen aids. 

Both appliance and hardware 
trade publications will make offers 
of promotion aids and special deals 
to stores handling Nicro products. 
In addition, Nicro is expected to 
increase its participation on a 
number of local and network give- 
away programs, and will also be- 
gin using television in the Chicago 
market. 

Harry J. Lazarus & Co. is the 
agency directing the account. 


Study of Company 
Rule Books Issued 


New YorkK—Company rule books 
these days contain fewer rules and 
take the trouble to explain the 
reason for rules which the com- 
pany seeks to enforce, according to 
the National Industrial Conference 
Board’s latest study in personnel 
policy. 

An examination of the rule books 
ef 300 companies, the board re- 
ports, disclosed that most contain 
only rules on nine topics, including 
attendance, punctuality, registra- 
tion, good housekeeping, reporting 
of injuries, smoking, solicitation of 
money and outgoing personal tele- 
phone calls. 

In many handbooks issued by 
companies, the study shows, rules 
are woven into the main body of 
the text and accompanied by a 
general statement that failure to 
observe rules will lead to discip- 
linary action. 

“Company Rules—Aids to Team- 
work,” is No. 95 in the studies in 
personnel policy issued by the 
NICB’s division of personnel ad- 
ministration, 247 Park Ave. 


Moore & Cline Issues 
New Foremen’s Booklet 


“Bill’s Bar & Beanery,” a booklet 
designed to open a foremen’s and 
supervisors’ training program, has 
been published by Moore & Cline 
Advertising Service, Spokane, 
Wash. 

Prepared by Van A. France, for- 
merly industrial relations director 
at the Spokane plant of Perma- 
nente Aluminum Corp., the book- 
let presents in graphic, semi-seri- 
ous cartoon style the four duties of 
a foreman—to visualize, organize, 
deputize and supervise. The book is 
available from the agency, Liberty 
Theater building, Spokane, for 50¢ 
(10% discount in lots of 100 or 
more), 


Plans New Publication 


Rogers Publishing Co., Detroit, 
publisher of Design News, has 
plans for a new publication, Pur- 
chasing Engineer, for circulation in 
the purchasing departments of in- 
dustrial plants. The first issue will 
be published in May, 1949. 


Goodrich Promotes Reeves 


Robert Lee Reeves has been 
named manager of store merchan- 
dising of B. F. Goodrich Co., Ak- 
ron. He has been manager of sales 
planning in the replacement tire 
sales division for the last two 
years. 


Victor Equipment to McNutt 


George C. McNutt, Advertising, 
Oakland, Cal., has been appointed 
to handle the advertising of Victor 
Equipment Co., San _ Francisco, 
manufacturer of welding and cut- 


iting apparatus. 
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WASHINGTON — Heavy holiday 
yuying sent the dollar volume of 
jepartment store sales to a new 
high for 1948 during the week 
ended Dec. 4. Despite the buying 
spurt, however, sales were still 
5% below sales during the same 
week last year, according to the 
Federal Reserve Board. 

The index rose to 482, from the 
preceding week’s 349, but the in- 
crease was insufficient to equal the 
record sales of 1947. Since the first 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Dec. 4, °48*. .p482 
Week to Nov. 27, ’48.. .349 
Week to Dec. 5, °47*. . .507 
Week to Nov. 29,’47*. .369 
Mo. of October, ’48*.. .327 
Mo. of October, °47*. . .300 


pPreliminary. 
*Not adjusted seasonally. 


eRe J 


of November, when department 
store sales first dropped below 
those of 1947, the index has been 
consistently in the range of 5-9% 
below last year. 

In view of the concern over the 
decline in department store sales 
by economists, financial writers 
and business men, it is interesting 
to note that sales are still above 
the 1946 level, and did not drop 
below the 1946 index at any time 
in the past two months. 

Greatest district loss during the 
week ended Dec. 4 was that of 
the San Francisco area, down 8% 
from the preceding year. This is 
the smallest decline reported by 
West Coast cities since early No- 
vember. The New York and Rich- 
mond districts recorded 6% drops. 

Smallest loss among the districts 
was the negative 2% of the Boston 


district. Five cities showed sales 
gains over last year, including 
Providence, Akron, Toledo, In- 


dianapolis, and Memphis; and six 
other cities equalled last year’s 
record volume. 


from 1947 
Wk. Ending 
Federal Reserve of Nov. Dec. 
District and City Oct. 27 4 
UNITED STATES ...... 7 r 
Boston District 
New Haven ......... 
PE chawesspcesaned 
Springfield ........ ae 
a , 10 
New York District...... 
os o.dGeipecvses 
Buffalo 
New York 
PE vccebnaveaed 19 
I . cad ne tes - oe 
Philadelphia District .... 11 
Philadelphia ; 7 
Cleveland District ...... 12 r 
SD she dhe suas s es 11 . 
Cincinnati ........ . 10 
SD ccicasseess | Oe 
Columbus ..... ee 
Tn? 3seeens cts Ty 
Pittsburgh 
Richmond District ...... 10 r 
Washington 
Baltimore 
Atlanta District ........ a 
Birmingham - 
DE shtedosctereee 7 
Atlanta 
New Orleans .......-.. 8 
PD sccerccxeese 7 
Chicago District 
Chicago 
eT ee . 
EE ¢acsestessdice 8 
Milwaukee 
St. Louis District 
Little Rock 
OE ccc eiaradade i) 
i ¢hes sine.de 062 6 
ES ‘ectias se bee ces 6 
Minneapolis District .... 9 
Minneapolis .......... 8 
St. Paul 
Duluth-Superior 
Kansas City District... .. 5 
Dr senvaaeseneaes 6 
SE a daeevOb0-5 04s 9 
Kansas City 
ED wos 0060600 5 
Oklahoma City 
Tulsa 
Dallas District ......... 4 
re ak eek ba bes 0 
Fort Worth 
Houston 
San Antonio 
San Francisco District. . 4 
Los Angeles Area..... —7T 
Oakland 
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Federal Reserve Figures on Department Store 


: ee ma 
Sales 
i "anak goes eth 1 —2 --2 
Salt Lake City........ —-1 —5 —5 
SEY Pasiaweus vee eres 2 —6 —-9 
r—Revised. 


* Data not available. 


Gets Luggage Account 

Firman Leather Corp., manu- 
facturer of Maximillian luggage, 
has placed its advertising with 
Peck Advertising Agency, New 
York. Newspapers, magazines and 
trade publications will be used. 


‘Elko’ Promotes Smith 

Tora Smith, for the past several 
years on the sales staff of Elks 
Magazine, New York, has been ap- 
pointed eastern advertising mana- 
ger of the publication. 


Morton Packing to Jones 

Ralph H. Jones Co., Cincinnati 
and New York, has been named to 
direct the advertising of Morton 


Program Syndicate 
Signs for Second 
Radio Show Series 


HoLtywoop—John Guedel’s 
weekly half-hour dramatic show, 
“Frontier Town,” has been signed 
by Bruce Eells & Associates, direc- 
tor of the Broadcasters Program 
Syndicate (AA, Oct. 18), as the 
syndicate’s second radio series. 

BPS will begin transcribed pro- 
duction of the series in January 
and discs are available to the 141 
member stations now on the “co- 
operative program _ syndication 
plan.” 

Each of the member stations 
pays the syndicate a total weekly 
fee equal to its national, Class-A, 
quarter-hour rate, and the produc- 
ers take 15% of the total, on a 
cost-plus arrangement with the 
broadcaster members. 

As the membership increases, 
the program list will be expanded 


Packing Co., Louisville, packer of | t® include comedy and musical- 


prepared chicken products. 


| variety half hours. All members 


receive exclusive rights to the syn- 
dicate’s entire program output for 
the one fee. 

The first series, available this 
month, is the five-a-week, quarter- 
hour “Pat O’Brien—From Inside 
Hollywood.” 


Boosts Boenisch and Price 


Helmut Boenisch and Carolyn 
Price have been promoted to art 
director and production manager, 
respectively, of Behel & Waldie & 
Briggs, Chicago. Both previously 
were departmental assistants in 
the agency. 


Behles Appoints Goerl 

Stephen Goerl Associates, New 
York, has been retained to handle 
the promotion and public relations 
advertising of E. Paul Behles & 
Associates, New York, designer for 
retailing and industry. 


Accepts Wine Advertising 

The State Alcoholic Beverage 
Control Board has approved the 
advertising of wines over Alabama 
radio stations. However, the sta- 
tions will continue to refuse adver- 
tisements for whisky. 
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Mill Factors to Branch 

Mill Factors Corp., New York, 
has appointed Robert F. Branch, 
Inc., New York, to handle its ad- 
vertising, effective Jan. 1. 


Candy Machine & Equipment 
Advertising YOUR problem? 


Let Don Gussow and CANDY 
INDUSTRY help you with market 
data PLUS! CANDY INDUSTRY 
has the largest audited circula- 
tion (as compared with any pub- 
lication in this field, published 
monthly or more frequently) the 
biggest volume of advertising,* 
and the greatest degree of read- 
ership (as proved by independ- 
ent survey—copy on request). 


*Continuing Study of Candy Industry Ad- 
vertising—copy on request. 


Complete market data available. 


DON GUSSOW PUBLICATIONS, INC 


107 West 43rd Street, New York 18,N Y¥ 


oe Saree tog 


ace eR 


“He really must be a big advertising man... he’s telling her 
‘Solid Cincinnati reads The Cincinnati Enquirer’”’ 


AND YOU MIGHT ALSO EAVESDROP ON THESE FACTS 


@ The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


@ The Cincinnati Enquirer has the lowest milline rate in 
Cincinnati. 


@ The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 
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24 Employ Elsie 
to Sell Novelties 


New YorkK—Novelties produced 
by 24 manufacturers, all featuring 
Borden’s favorite cow, Elsie, were 
displayed at Elsie’s 12th anniver- 
sary party held at the Hotel Roos- 
evelt on Dec. 9. 

Elsie Enterprises, New York, 
reports that licenses to novelty 
manufacturers have increased 
150% in the past year, with many 


more waiting to sign for permission 
to use Elsie, Elmer, Beulah and 
Beauregard likenesses on merchan- 
dise. 

Birthday party guests were 
greeted personally by Elsie and 
Beauregard. 


Tanvilac Names Grassel 

Harold W. Grassel, formerly with 
Quaker Oats Co. and Albert Dick- 
inson Co., Chicago, has been named 
sales manager of Tanvilac Co., 
Des Moines, manufacturer of vi- 
tamin and mineral products. 


$100,000 Air Time Plugs 
‘Des Moines Register’ 


Des Moines Register and Tribune 
have signed a contract with WHO, 
Des Moines, calling for ten one- 
minute spots and four station 
breaks each week, to promote the 
sale of the newspapers. The news- 
papers now use six stations regu- 
larly, to the tune of $100,000 of 
time annually. 

Other stations being used are 
KRNT and KSO, Des Moines; 
KMA, Shenandoah; WMT, Cedar 
Rapids, and WNAX, Yankton, 
S. D. All are 5,000-watt stations 
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except WHO, which is 50,000 watts 
clear channel. The newspapers’ 
weekly air lineup now includes a 
one-hour show (Town Meeting of 
the Air), 25 15-minute shows, 36 
one-minute spots and 54 half- 
minute station breaks. 


Beach to Pacific Outdoor 


Philip S. Beach, formerly out- 
door space buyer in the San Fran- 
cisco office of J. Walter Thompson 
Co., has been named assistant to 
the president of Pacific Outdoor 
Advertising Co., Los Angeles, ef- 
fective Jan. 1. 


Christmas 1948 
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ldom, since the beginning of Christen- 


Nicro Steps Up 
1949 Ad Promotion 
for Coffee Makers 


Cuicaco—Nicro Steel Products 
will open its largest advertising 
and merchandising drive in 1949 
with insertions in Life, and wo- 
men’s service books, plus adver- 
tisements in trade publications and 
newspapers. 

Although schedules are still in 
the preliminary stage, newspaper 
campaigns on a market-by-market 
basis probably will be used to pro- 
mote Nicro’s stainless steel coffee 
makers, its waterless, automatic 
egg cooker and other kitchen aids. 

Both appliance and hardware 
trade publications will make offers 
of promotion aids and special deals 
to stores handling Nicro products. 
In addition, Nicro is expected to 
increase its participation on a 
number of local and network give- 
away programs, and will also be- 
gin using television in the Chicago 
market. 

Harry J. Lazarus & Co. is the 
agency directing the account. 


Study of Company 


Rule Books Issued 
New YorkK—Company rule books 


_ | these days contain fewer rules and 


dom, habe intolerance and tyranny been 
$0 rampant to perpetuate turmoil and 
Godlessness throughout the world as 


on this anniversary of the birth of the Prince of 
; Peace. woe Surely, this is a time for strong minds and 
stout Christian hearts to remain calm and firm in their 
untwavering faith in God and to pray fortis guidance 
and wisdom that we mau keep this Great democracy 
of ours united against the brute forces of hate and un- 
enlightenment. aseiet, letus be charitable and under- 
standing toward all peoples. Let us overcome our 


ma, 


own shortcomings and be determined 


to defend the 


principles of Christianity so thar all mankind may en- 


jou the fruits of freed 


© 1948, 1.P.Co, 


INTERNATIONAL PAPER COMPANY 


lomand the right to worship God. 


take the trouble to explain the 
reason for rules which the com- 
pany seeks to enforce, according to 
the National Industrial Conference 
Board’s latest study in personnel 
policy. 

An examination of the rule books 
ef 300 companies, the board re- 
ports, disclosed that most contain 
only rules on nine topics, including 
attendance, punctuality, registra- 
tion, good housekeeping, reporting 
of injuries, smoking, solicitation of 
money and outgoing personal tele- 
phone calls. 

In many handbooks issued by 
companies, the study shows, rules 
are woven into the main body of 
the text and accompanied by a 
general statement that failure to 
observe rules will lead to discip- 
linary action. 

“Company Rules—Aids to Team- 
work,” is No. 95 in the studies in 
personnel policy issued by the 
NICB’s division of personnel ad- 
ministration, 247 Park Ave. 


Moore & Cline Issues 
New Foremen’s Booklet 


“Bill’s Bar & Beanery,” a booklet 
designed to open a foremen’s and 
supervisors’ training program, has 
been published by Moore & Cline 
Advertising Service, Spokane, 
Wash. 

Prepared by Van A. France, for- 
merly industrial relations director 
at the Spokane plant of Perma- 
nente Aluminum Corp., the book- 
let presents in graphic, semi-seri- 
ous cartoon style the four duties of 
a foreman—to visualize, organize, 
deputize and supervise. The book is 
available from the agency, Liberty 
Theater building, Spokane, for 50¢ 
(10% discount in lots of 100 or 
more). 


Plans New Publication 


Rogers Publishing Co., Detroit, 
publisher of Design News, has 
plans for a new publication, Pur- 
chasing Engineer, for circulation in 
the purchasing departments of in- 
dustrial plants. The first issue will 
be published in May, 1949. 


Goodrich Promotes Reeves 


Robert Lee Reeves has been 
named manager of store merchan- 
dising of B. F. Goodrich Co., Ak- 
ron. He has been manager of sales 
planning in the replacement tire 
sales division for the last two 
years. 


Victor Equipment to McNutt 
George C. McNutt, Advertising, 
Oakland, Cal., has been appointed 
to handle the advertising of Victor 
Equipment Co., San Francisco, 


manufacturer of welding and cut- 
ting apparatus. 
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WASHINGTON — Heavy holiday 
buying sent the dollar volume of 
department store sales to a new 
high for 1948-during the week 
ended Dec. 4. Despite the buying 
spurt, however, sales were still 
5% below sales during the same 
week last year, according to the 
Federal Reserve Board. 

The index rose to 482, from the 
preceding week’s 349, but the in- 
crease was insufficient to equal the 
record sales of 1947. Since the first 


DEPARTMENT STORE 
SALES INDEX 


7? 
1935-39 EQUALS 100 


Week to Dec. 4, ’48* . .p482 
Week to Nov. 27, ’48.. .349 
Week to Dec. 5, ’47*. . .507 
Week to Nov. 29,’47*. .369 
Mo. of October, ’48*. . .327 
Mo. of October, ’47*. . .300 


pPreliminary. 
*Not adjusted seasonally. 


of November, when department 
store sales first dropped below 
those of 1947, the index has been 
consistently in the range of 5-9% 
below last year. 

In view of the concern over the 
decline in department store sales 
by economists, financial writers 
and business men, it is interesting 
to note that sales are still above 
the 1946 level, and did not drop 
below the 1946 index at any time 
in the past two months. 

Greatest district loss during the 
week ended Dec. 4 was that of 
the San Francisco area, down 8% 
from the preceding year. This is 
the smallest decline reported by 
West Coast citics since early No- 
vember. The New York and Rich- 
mond districts recorded 6% drops. 

Smallest loss among the districts 
was the negative 2% of the Boston 
district. Five cities showed sales 
gains over last year, including 
Providence, Akron, Toledo, In- 
dianapolis, and Memphis; and six 
other cities equalled last year’s 
record volume. 


% Change from 1947 
Mo. 


Wk. Ending 
Federal Reserve of Nov. Dec. 
District and City Oct. 27 4 
UNITED STATES ...... 7 —5 ri 
Boston District ......... 7 —4 —2 
daa « aw adow 5 —5 -—-4 
Boston oF prideadsowes a 7 = 
NO | PPT eT ee —— _ 
PPOVIGOMOS sc cciccscce 10 —6 3 
New York District...... 11 —6 ~-6 
NEE G'b:dd 60s 60 06 3 —T —5 
Ph tvicaeseearace 10 2 —3 
i ae 5 —T7 —6 
EN sb :incs.avesiees 19 —4 —3 
PPPS ee eee 12 —T —5 
Philadelphia District .... 11 —3 ~-3 
EE 5 ss 56 66 66.0 7 r—4 --4 
Cleveland District ....... 12 r—3 —4 
ES 28 Gehl 40.560 oo. 8 1l —T 1 
eee 10 —5 —1 
0 ES ere 13 --4 —2 
iS ares wary 64 16 —2 0 
yer 17 -—] 1 
i, jer 10 2 —9 
Richmond District ...... 10 r—l —6 
Washington .......... 10 4 —3 
EN 6.86 o'cevebee 9 —2 —9 
Atlanta District ........ 3 r—8 _ 
Birmingham ......... 13 —7 re 
Sree 7 —14 
SL b6cccwseetnens 14 —8 —3 
New Orleans ......... 8 —4 0 
(as 7 —T —5 
Chicago District ........ 7 r—4 —4 
SN ts 4 ctseneeeee 7 —5 —5 
Indianapolis ......... 8 —7 1 
SES 8 —T7 --4 
RE kivtexceewns 10 —4 —l1 
St. Louis District ...... 7 —6 —3 
cf f° Faas 7 -3 —5 
RS 6 ie are 660 5.000 9 —9 0 
Se ED Gcecedconses 6 —6 —5 
NT ok% bdo ass oes 6 —10 1 
Minneapolis District .... 9 * * 
Minneapolis .......... 8 ad bd 
OU PE Siekhe scenes 5 bed s 
Duluth-Superior ...... 20 bg * 
Kansas City District... .. 5 —4 —3 
RE 654564446606 « 6 —T ——8 
eae 9 1 —12 
Kansas City .........- 1 —T7 —5 
Wir MEE wba desounes —5 —3 --1 
Oklahoma City ....... 1 —10 —5 
SO bas entekensee 10 —2 0 
Dallas District ......... 4r—5 r--4 
DN cc eibinessioess oo —4 —3 
PUUN ED noses ese< 1 r—6 --3 
ME gudvecscesewe 10 —7 0 
BGG ee ccccccess 1 —6 —4 
San Francisco District... —4 —10 - 8 
Los Angeles Area..... —7 —15 —11 
OGRE. dseresesecece o-9 —12 
San Francisco ........ 0 -—6 0 


Federal Reserve Figures on Department St 


eS 


ore Sales 


0” ere eee —1 -—2 —2 
Salt Lake City........ —1 —5 —5 
WUE S vob vete vedcoct 2 —6 —9 


Revised. 
* Data not available. 


Gets Luggage Account 

Firman Leather Corp., manu- 
facturer of Maximillian luggage, 
has placed its advertising with 
Peck Advertising Agency, New 
York. Newspapers, magazines and 
trade publications will be used. 


‘Elko’ Promotes Smith 

Tora Smith, for the past several 
years on the sales staff of Elks 
Magazine, New York, has been ap- 
pointed eastern advertising mana- 
ger of the publication. 


Morton Packing to Jones 

Ralph H. Jones Co., Cincinnati 
and New York, has been named to 
direct the advertising of Morton 
Packing Co., Louisville, packer of 
prepared chicken products. 


Program Syndicate 
Signs for Second 
Radio Show Series 


HOLLYwoop—John Guedel’s 
weekly half-hour dramatic show, 
“Frontier Town,” has been signed 
by Bruce Eells & Associates, direc- 
tor of the Broadcasters Program 
Syndicate (AA, Oct. 18), as the 
syndicate’s second radio series. 

BPS will begin transcribed pro- 
duction of the series in January 
and discs are available to the 141 
member stations now on the “co- 
operative program syndication 
plan.” ‘ 

Each of the member stations 
pays the syndicate a total weekly 
fee equal to its national, Class-A, 
quarter-hour rate, and the produc- 
ers take 15% of the total, on a 
cost-plus arrangement with the 
broadcaster members. 

As the membership increases, 
the program list will be expanded 
to include comedy and musical- 
variety half hours. All members 


receive exclusive rights to the syn- 
dicate’s entire program output for 
the one fee. 

The first series, available this 
month, is the five-a-week, quarter- 
hour “Pat O’Brien—From Inside 
Hollywood.” 


Boosts Boenisch and Price 


Helmut Boenisch and Carolyn 
Price have been promoted to art 
director and production manager, 
respectively, of Behel & Waldie & 
Briggs, Chicago. Both previously 
were departmental assistants in 
the agency. 


Behles Appoints Goer] 

Stephen Goerl Associates, New 
York, has been retained to handle 
the promotion and public relations 
advertising of E. Paul Behles & 
Associates, New York, designer for 
retailing and industry. 


Accepts Wine Advertising 

The State Alcoholic Beverage 
Control Board has approved~the 
advertising of wines over Alabama 
radio stations. However, the sta- 
tions will continue to refuse adver- 
tisements for whisky. 


Mill Factors to Branch 


Mill Factors Corp., New York, 
has appointed Robert F. Branch, 
Inc., New York, to handle its ad- 
vertising, effective Jan. 1. 


sing—copy on request. 


DON GUSSOW PUBLICATIONS, INC 


u y Industry + Bottling Indust 


én 
Condy Industry Catalog & Formula Book 
107 West 43rd Street, New York 18. N.Y 


Candy Machine & Equipment 
Advertising YOUR problem? 


Let Don Gussow and CANDY 
INDUSTRY help you with market 
data PLUS! CANDY INDUSTRY 
has the largest audited circula- 
tion (as compared with any pub- 
lication in this field, published 
monthly or more frequently) the 
biggest volume of advertising,* 
and the greatest degree of read- 
ership (as proved by independ-, 
ent survey—copy on request). 


“Contiaving Study of Candy Industry Ad- 
Complete market data available. 


"He really must be a big advertisin g man... he’s tellin g her 


‘Solid Cincinnati reads The Cincinnati Enquirer’”’ 


AND YOU MIGHT ALSO EAVESDROP ON THESE FACTS: 


@ The Cincinnati En 


Cincinnati newspaper, daily and Sunday. 


e The Cincinnati En 
Cincinnati. 


@ The Cincinnati En 


than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 


quirer has the lowest milline rate in 


quirer carries more advertising linage 


quirer has the largest circulation of any 
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TOTAL SAMPLE 


MATCH BOOK ADVERTISING READERSHIP 


Serves of 100 cmon on Mertestrr Mullahs, Midledetyies, Mtsburgh Heston. ( herago, Conemnets 


1. Number of smokers posses- 
me ‘ oor ty 7 Se inv —s 
time of interview 


— 
= 


100% TREC | (000% 
57S 
15.3% 


[im ac EXTENT OF READERSHIP [im 9c 


IV, Amount of match book od reed by smokers who correctly recalled name of match book odvertiser. (As in Ill, above.) 


TOTALS 
679" SMOKERS 


ow itt 
TOTAL: 
th) SMOKERS 64.8% 


TOTAL: er 
—— 


Prepared by Fact Finders Associates, Inc. for National Match Book Advertising, Inc., October, 1948 


HIGH READERSHIP INDICATED—Results of what is said to be were currently carrying in pocket or purse. The survey was con- 


the first readership study on match book advertising show 


Study Indicates 
99% of Smokers 
Carry Matches 


45% of Those Carrying 
Book Matches Can Name 
the Advertiser: Barton 


Cuicaco—Ninety-nine per cent 
of smokers carry match books, and 
45% are able to name the adver- 
tiser on the match book they are 
currently carrying, without use of 
recognition charts or memory aids, 
according to National Match Book 
Advertising’s first book match 
readership study conducted by 
Fact Finders Associates, Inc. 

The study, results of which were 
released last week, covered a total 
of 1,546 smokers in Rochester, Buf- 
falo, Philadelphia, Pittsburgh, Bos- 
ton, Chicago and Cincinnati. Ran- 
dom interviews were conducted on 
both primary and secondary shop- 
ping streets. 

The survey was confined to 
smokers. Of the men interviewed, 
1,035 were asked: “Do you have 
any match books in your pocket?” 
The answer was “yes” for 1,023 or 
98.8%. Of the 511 women smokers 
interviewed, 99.9% had match 
books with them. 


ws Smokers were then asked the 
question: “What does the match 
book in your pocket or purse ad- 
vertise?” Fifty-seven per cent of 
the men and 57.8% of the women 
attempted to recall the name of the 
advertiser, and 45.5% of the men 
and 44.9% of the women proved 
correct. 

Those who had successfully re- 
called the advertiser were then 
asked how much of the advertising 
they had read. Almost 65% of those 
who were asked this question had 
read up to one-half of the ad, and 
the remaining 35% had read one- 
half of the message or more. 

Broken down by men and wo- 
men, the results showed that 63.5% 
of the men and 67.6% of the wo- 
men smokers had read up to one- 
half of the match book ad, while 
36.5% of the men and 32.4% of the 
women smokers read one-half or 
more. 


s Said Robert B. Barton, presi- 
dent of NMBA: “No recognition 
charts or memory aids were used 
by the interviewers. In each in- 
stance, the smoker was asked to 


sentative. 


ducted by Fact Finders Associates, Inc., for National Match Book 
relatively uniform results between men and women when they Advertising, Inc., Chicago match book advertising sales repre- 
were asked to name the advertiser on the match book they 


name the advertiser or product 
from memory alone. The answer 
was then checked against the ac- 
tual match book in his or her 
pocket.” 

The study is the first of a 
series of projected investigations on 
circulation and readership aspects 
of book match adver:ising which 
National Match Book Advertising 
is expected to undertake. 

NMBA, which acts as sales agent 
for match book advertising space, 
for Diamond Match Co, Universal 
Match Corp., and Lien Match Co., 
was organized Oct. 1, 1947, by 
Robert B. Barton, formerly vice- 
president in charge of the Chicago 
office of Batten, Barion, Durstine 
& Osborn. 

Objectives which NMBA set for 
itself included the research and 
promotion of match books as a me- 
dium; distributing book matches in 
markets and during’ specific 
months selected by an advertiser; 
and attaining national distribu- 
tion of match books on one billing. 


@ About 14 billion book matches 
are distributed annually, of which 
about four billion are “special re- 
production” books, purchased and 
distributed by local advertisers 
Of the other ten billion distri- 
buted through regular trade chan- 
nels (grocery, drug and tobacco 
distributors), Mr. Barton estimates 
that about 70% are available 
through NMBA, which exercises 
control of the markets and the time 
of distribution as specified by the 
advertiser. 

Among the clients using NMBA 
services are: Wilson & Co., Hunt 
Foods, Inc., Schutter Candy divi- 
sion of Universal Match Co., The 
Mennen Co., F&F Laboratories, 
E. R. Squibb & Sons, Midland Mu- 
tual Life Insurance Co., Topps 
Chewing Gum, McCreary Tire & 
Rubber Co., Health Products Corp., 
and Marxman Pipes. 

NMBA recently issued a com- 
prehensive presentation book en- 
titled: “Matches and Markets,” 
available from National Match 
Book Advertising, Inc., 506 S. Wa- 
bash Ave., Chicago. 


Fader Appoints Downes 

Sheldon Downes, former chief 
printing buyer at McCann-Erick- 
son, New York, has been appointed 
director of services of Franklin 
Fader Co., Newark, N. J. 


WLS Promotes Kaspar 

J. E. Kaspar, member of the 
sales staff of Station WLS, Chicago, 
for the past 12 years, has been 
named sales service manager of 
the station. 


PIA Starts Drive 
for Trust Fund to 
Meet ‘Major Tasks’ 


WaAsHINGTON—The Printing In- 
dustry of America has set a mini- 
mum of $50 for sustaining mem- 
bers who pledge their financial 
aid to the group’s new Founda- 
tion Trust Fund, set up “to under- 
take major tasks of permanent 
value to the industry which would 
otherwise be neglected or post- 
poned.”’ 

The fund, a memorial to James 
F. Newcomb for his part in pro- 
jecting the comprehensive indus- 
try program, was approved by PIA 
members and the board of direc- 
tors at the group’s convention in 
Chicago last October, and a seven- 
man board of trustees has been 
named to approve suggested pro- 
jects and allocate the money. These 
projects include research and study 
in the fields of technology, produc- 
tion, business management, mar- 
keting, industrial relations and 
public relations. 

Contributions to the fund are 
voluntary, except for the $50 mini- 
mum annually for a_ sustaining 
member. Suggested dues, based on 
sales volume, range up to $2,000 
for members whose volume is more 
than $10,000,000. ° 

PIA has increased its member- 
ship in three years from 1,100 to 
3,600 companies and now includes 
47 city and state association affil- 
iates and 350 members-at-large. 
Members of the fund’s first board 
of trustees include Carl E. Dun- 
nagan, PIA president, and six past 
presidents. 


To Industrial Publications 


J. F. Koellisch, formerly adver- 
tising and sales promotion manager 
of L. Sonneborn Sons, Inc., has 
joined the executive staff of In- 
dustrial Publications, Inc., Chicago, 
publisher of Practical Builder, 
Building Supply News and other 
building industry publications. 


Buying Power Still Up 

The monthly Investors Syndicate 
survey of “real income” shows that 
the buying power of the average 
family continues to be ahead of the 
steadily rising prices. The typical 
family can buy 1% more goods 
today than a year ago, the survey 
reports. 


KSD Increases Power 

KSD, St. Louis, has increased its 
nighttime power to 5,000 watts. 
The NBC affiliate previously oper- 
ated on 1,000 watts nighttime and 
5,000 watts daytime. 
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Brand Preferences of 
13 Cities Compared 


Newspaper Analyses 
Show Buying Patterns 


Vary By Localities 


MILWAUKEE—This may be the 
town that beer made famous, but 
Milwaukeeans buy more whisky 
and wine than the residents of any 
other communities represented in 
the “Thirteen Market Comparison 
of Consumer Preferences’ pre- 
pared by the Milwaukee Journal, 

That is one of the findings pre- 
sented in the 150-page report, 
which is a digest and coordinated 
analysis of the 2,903 pages of fac- 
tual information in the 13 con- 
sumer surveys compiled on a stan- 
dardized basis and published by 
newspapers this year. The report, 
packed with charts and tables, 
provides purchasing data on a to- 
tal of 1,766 brands in all important 
classifications. 

The most whisky buyers (65.9% ) 
are found in Milwaukee, the com- 
parison shows. Modesto, Cal., has 
only 35.5%; Indianapolis 40.4%; 
Fresno 41.9%; St. Paul 45.5%; 
Omaha 51.1%, and Sacramento, 
Cal., 51.6%. Wine is the second 
most widely used alcoholic bever- 
ag2, with Milwaukee again leading 
in the percentage of use (56.4%) 
in the seven markets compared. 
Omaha is low with 28.8%. 


# National Distillers’ brands lead 
all other whiskies in five of the 
markets, while Black & White is 
the best selling Scotch in eight 
markets. Roma is the leading wine 
in five, and Ronrico rum leads in 
seven markets. 

The report includes data com- 
piled by the Journal; Birmingham 
News and Age-Herald; Columbus 
Dispatch; Indianapolis Star; Illinois 
Daily Newspaper Markets, Inc. (40 
Illinois daily newspaper markets 
outside Chicago); Omaha World- 
Herald; Philadelphia Bulletin; the 
Sacramento, Fresno and Modesto 
Bees; St. Paul Dispatch and Pio- 
neer Press; San Jose Mercury Her- 
ald and Seattle Times. Other high- 
lights of the comparison, which in- 
cludes findings on 137 different 
subjects, include: 


FOODS 


Saturday is the day most gro- 
ceries are bought in Seattle, Bir- 
mingham, Columbus and Omaha. 
Milwaukeeans and Philadelphians 
favor Friday. 

Instant or soluble coffee is used 
by 42.4% of Philadelphians and 
only 9.6% of St. Paul residents. 
Nescafe is the favored brand in 
both markets. Hills Bros. is in first 
place in 8 of the 13 markets among 
packaged coffees. 


@ Quaker Oats is the preferred 
brand of hot breakfast food in 11 
of the 13 markets; Kellogg’s corn 
flakes is first among cold break- 
fast foods in all 13. 

Swans Down leads all prepared 
cake flours in 8 markets, capturing 
49% of the buyers in St. Paul, 
where the greatest usage (73.7%) 
is shown. 

Only 52.3% of Birmingham resi- 
dents use pancake or waffle mix, 
compared with 97.2% in Omaha. 
Aunt Jemima is the leading brand. 
Duff’s leads the muffin mix field in 
all 13 markets. 

Square or oblong crackers are 
preferred in all 13 markets to 
round-shaped crackers. National 
Biscuit Co. leads in both types. 


s Strained baby foods are pre- 
ferred to junior or chopped baby 
foods in all markets compared. 
Skippy peanut butter leads in 8 
of the markets. 
Philadelphia is the leader in all 


of the 9 markets compared in the 
use of fresh frosted vegetables 
(93.3%). Birmingham is last with 
21.3%. 

Libby’s is the favorite tomato 
and orange juice; Dole the favorite 
pineapple juice; Texsun the favor- 
ite grapefruit juice. 

Packaged cheese is bought by 
91.2% in St. Paul and only 44.2% 
in Columbus. 

Spam is the leading canned lun- 
cheon meat in 10 of 11 markets 
compared. 


SOAPS, ALLIED PRODUCTS 

In soaps for dishes, Ivory bar 
leads in 4 markets, Vel in 3, Dreft 
in 3 and Ivory Flakes in 2. Lux is 
-he favored toilet soap for hands 
and face in 9 markets, Palmolive 
in 3 and Cashmere Bouquet in 1. 
In the toilet soap, bath classifica- 
tion, Lux is preferred in 7 markets, 
and Ivory, Lifebuoy and Palm- 
olive in 2 each. Rinso is the lead- 
ing soap for household laundry in 
6 markets; Peet’s in 3 and Oxydol, 
Duz and Tide in 1 each, Lux Flakes 
is the best seller in 10 markets in 
the soap for fine fabrics field. 

Old Dutch heads the powdered 
scouring cleansers in 10 markets; 
Dreft the synthetic detergents in 
7; Clorox the bottled bleaching 
fluids in 9; Spice and Span, in the 
soap for walls, floors and wood- 
work class, is ahead in 9; Clima- 
lene is the favored water softener 
in 6 markets. 

Johnson’s is the leading floor 
wax in all 10 marxets compared. 


DRUGS AND TOILETRIES 


Most consumers buy their drug 
products in independent drug 
stores, the report shows. This pref- 
erence ranges from 79.7% in Mo- 
desto to 54.8% in Columbus. Chain 
drug stores are second, department 
stores third. — 

Department stores and indepen- 
dent drug stores tied with six firsts 
each as the favorite place to buy 
cosmetics and toiletries. Indepen- 
dent drug stores are first in Omaha, 
Fresno, Modesto, Sacramento, San 
Jose and Illinois. Department 
stores are first in Milwaukee, Phil- 
adelphia, St. Paul, Columbus, Se- 
attle and Birmingham. 


@ Bayer is the top headache tab- 
let in the 9 markets compared; Dr. 
Lyon’s the best selling tooth pow- 
der; Colgate the leading toothpaste; 
Halo the favorite shampoo liquid 
and Luster Creme the most used 
cream shampoo. 

Mum and Arrid tied as the fa- 
vorite deodorant among women; 
while among men (8 markets com- 
pared), Mum led 7 to 1. 

Gillette has a sharp lead among 
safety razors in the 11 markets 
compared; followed by Eversharp 
Schick Injector in 8 markets and 
Gem in 3. Schick is the most pur- 
chased electric shaver in 8 mar- 
kets and Remington in 3. Gillette 
leads all 12 markets compared as 
the favorite safety razor blade. 
Palmolive is the favorite regular 
shaving cream in 9 markets and 
the principal brushless shaving 
cream in 7, 

Revlon is the preferred nail 
polish in 11 markets (all com- 
pared); Jergens the most liked 
hand lotion (10 markets). Coty’s 
is the top face powder in 5 mar- 
kets, Avon in 2 and Max Factor in 
1. Ponds is the leading facial cream 
in 11 markets. Toni is the top 
selling permanent wave kit in 12 
markets. 


HOME APPLIANCES 


Frigidaire has a cool lead in 
the mechanical refrigerator field in 


lad 


? markets, General Electric in 4. 


The greatest percentage of use is 


| 
' 
/ 
i 
| 
U 
| 


- Ee 42 ee Adv 
a SS in § 
2 Cee | by 
Seis Indi 
oe : 
dort chin 
# ee: kets 
ee | War 
= ihe 
: Hl. Number of smokers (I) at / 89.3 
schataciien S| “- 
Hil. Number of smokers (I) whe i pres 
correctly recalled nome of nn 15.5% | Paul 
wae ) of u 
: est, | 
ie uss a C 
soe ee hes 
‘ia kee 
Ce ee -- 3 
ee ) (70. 
a . *D dchades amaokere ters whe correctly shentiied blank and wutialed match book. and are meted Seat 
| j radi 
cabil 
 eantate I a: a " 
wi Se | - 
oe Cam 
. in 3 
| pref 
Ches 
Most 
men 
| foun 
men 
! the f 
| (30.8 
| Milv 
smok 
est ( 
ing 
Owl 
a W 
are | 
| wom 
. | ee by 25 
| kee 
Oma 
Goss 
and ) 
delp! 
corse 
the 1 
‘ with 
show 
girdl 
a least 
* vor F 
In 
: (whe 
bran 
oa | | 84.59 
= with 
| a hand 
Ar 
o in 9r 
Do 
know 
' tied | 
| the : 
owne 
| j the le 
Th 
age o 
5 in ea 
ye ative 
af | and | 
va leadii 
: ket, | 
x coope 
ks | | 
fh Lists 
piled 
Princ 
partn 
avail 
| Oceal 
St., } 
The | 
feder 
torial 
a 2 
ee s 
York, 
the x 
Inc., 
| of a) 
7 | | | _ Fish 
ee ee 
New 
tive { 
i | ee York. 
; | 
ee TE Fe ray A Rene te i Pa AS A FOTN RNC SES A | ge Sek CaN ee SS SU anette SOB EEE RR RE SSS Rome Raa fia 


ee 


Advertising Age, December 20, 1948 


in Sacramento (85.8%) followed 
by Illinois (85%). The lowest is 
Indianapolis with 71.4%. 

Among electric washing ma- 
chines, Maytag is favored in 7 mar- 
kets; Kenmore in 2 and Easy and 
Ward’s in 1 each. Milwaukee has 
the greatest percentage of use, 
89.3%; Birmingham the lowest, 
40.1%. 

Presto is the hottest seller among 
pressure cookers in 10 markets. St. 
Paul has the greatest percentage 
of use, 52.2%; Columbus the low- 
est, 34.5%. 


s Cabinet or console type radios 
were favored by most of Milwau- 
kee radio buyers; while table top 
radios are preferred by most buy- 
ers (73.4%) in Philadelphia, 
(70.3%) in St. Paul, (66.2%) in 
Seattle, (63.9%) in Columbus, 
(62.8%) in San Jose and (62.7%) 
in Omaha. Philco leads table 
radio-phonograph combinations, 
cabinet or console type and table 
type, in 7 markets. 


GENERAL 


Men cigaret smokers prefer 
Camels in 8 markets; Lucky Strikes 
in 3 and Chesterfields in 1. Women 
prefer Lucky Strikes in 9 markets, 
Chesterfields in 2 and Camels in 1. 
Most men (69.4%) and most wo- 
men cigaret smokers (46.7%) were 
found in Philadelphia. The fewest 
men cigaret smokers (56.8%) and 
the fewest women cigaret smokers 
(30.3%) were found in Modesto. 
Milwaukee has the most cigar 
smokers (36.5%), Seattle the few- 
est (17%). La Palina is the lead- 
ing brand in Milwaukee, White 
Owl in Modesto. 


a While one-piece combinations 
are purchased by only 15% of the 
women in Fresno, they are bought 
by 22.6% of the women in Milwau- 
kee and 21.9% of the women in 
Omaha. The Fresno women favor 
Gossard; the Milwaukeeans, Nemo, 
and the Omahans, Formfit. Phila- 
delphia women lead in the use of 
corsets (20.4%); Omaha brings up 
the rear of the 9 markets studied 
with 9.5% usage. St. Paul women 
show the greatest percentage of 
girdle usage (61.1%), Fresno the 
least (43.8%). St. Paul women fa- 
vor Flexees; Fresno, Warner. 

In the brassiere division, Fresno, 
(where Formfit is the leading 
brand) pushed out in front with 
84.5% usage. Columbus was low 
with 49.8%. Formfit held the upper 
hand there, too. 

Arrow is the leading men’s shirt 
in 9 markets compared. 

Dog lovers will be interested in 
knowing that Fresno and Modesto 
tied for first place as the cities in 
the study having the most dog 
owners (44.5%). Milwaukee had 
the least (22%). 

The report, showing the percent- 
age of families buying the products 
in each of the 13 market areas, rel- 
ative position of leading brands, 
and percentage of preference for 
leading brands, market by mar- 
ket, is available from any of the 
cooperating dailies. 


Lists Editorial Services 


“Washington Book Mart,” com- 
piled and edited by Huberta A. 
Prince, law librarian to the De- 
partment of the Army, will be 
available in February through 
Oceana Publications, 461 W. 18th 
St., New York 11, at $10 a copy. 
The book lists the bureaus of the 
federal government that give edi- 
torial consultation gratis. 


Wattle Steaks Names Lane 

Lane Advertising Agency, New 
York, has been named to handle 
the promotion of Waffle Steaks, 
Inc., manufacturer and processor 
of a new frozen meat product. 


Fish Joins ‘Family Circle’ 


C. Julian Fish, formerly. with 
Popular Science Publishing Co., 
New York, has joined the execu- 
a ‘of Family Circle, New 

or 


Marketing Experts 
Set for Three-Day 
Cleveland Meeting 


CLEVELAND—“Marketing Princi- 
ples in Action” will provide the 
theme for the winter conference of 
the American Marketing Associa- 
tion at the Hotel Allerton here 
Dec. 27-29. AMA leaders have 
lined up 42 educators and 38 busi- 
ness men to appear on the three- 
day program. 

Marketing innovations will come 
in for attention at the Dec. 28 
session, ranging from television to 
coupons. At this session Robert 
Ramspeck, executive vice-presi- 
dent, Air Transport Association, 
and Graham Aldrich, ATA’s mar- 
keting specialist, will discuss the 
future of air transport; R. A. Zieg- 
ler, director of public relations 
and market research, Cluett, Pea- 
body & Co., will show a new film, 
“Enterprise”; Bruce Watson, Gen- 


eral Foods Corp., will discuss 
stockholder relations; the future 
of video will be forecast by E. P. H. 
James, vice-president, Mutual 
Broadcasting System; V. H. Jones, 
Goodyear Tire & Rubber Co., will 
present “A Proven Program of Ac- 
tion for Better Distribution 
Through More Efficient Retail 
Channels,” and H. G. Hagelskamp, 
secretary, Indianapolis Retail Gro- 
cers Association, will describe 
“Operations Coupons.” 


s Other AMA sessions will cover 
the teaching of sales management, 
salesmanship, marketing, adver- 
tising, retailing and market re- 
search; sampling; trademarks and 
trademark legislation; radio re- 
search; marketing theory, and an- 
alysis of a marketing problem; 
marketing aspects of the European 
recovery program; problems of 
international trade organization; 
commodity marketing; and costs 
and price problems. 

The conference will be climaxed 


with a seminar summarizing and 
discussing papers presented at the 
meetings and over-all views of 
various sessions. In charge will be 
Dr. Helen Canoyer, University 
of Minnesota; John Maddox, direc- 
tor of market research, Fuller & 


Smith & Ross; Dr. S. C. McMillan, | 


University of Connecticut, and 
W. G. Hill, assistant manager, 
General Motors Overseas Corp. 


Appoints Wagenseil Agency 


Dayton Bright Copper Co., pro- 
ducer of addition agents for acid 
copper bath plating, has appointed 
the industrial division of Hugo 
Wagenseil & Associates, Dayton, to 
handle its advertising. Trade pub- 
lications will be used at first, with 
direct mail and sales literature 
planned for later. 


Mrs. Kuhn Rejoins Waters 


Adrian Bryan Kuhn, formerly 
assistant to the president of Nor- 
man D. Waters & Associates, New 
York, returns to that agency as 
copy chief on Jan. 3. During the 


past several years Mrs. Kuhn has 
been in charge of copy at Whitby 
Associates, New York. 


Q UA LITY | 
photo engraving 
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118 south clinton street chicage 6, illinois 


S a service to reader-listeners, Prairie Farmer-WLS 
has developed a modern farm home, complete with 
furnishings. Everyone is interested in it. Two mini- 

ature models—an exterior and a furnished cut-away—have 


been exhibited throughout the Middlewest. 


These models were the highlights of the fall furniture 
sale at the Root Store in Terre Haute, Indiana. Gladys Skelly, 
homemaking editor of Prairie Farmer, was there to answer 
questions. On opening day, Martha Crane and Helen Joyce 
broadcast their WLS Feature Foods program from the 


store’s model kitchen. 


The Root Store featured three window displays of model 
rooms, furnished full size according to Prairie Farmer-WLS 
recommendations. Local newspapers carried pictures and 
news stories about the model homes and the broadcast . . . 
and the people of Terre Haute and surrounding area 


flocked in. 


Such services as this—designing and furnishing a model 
home to make farm living more enjoyable—are the reasons 
why Prairie Farmer-WLS enjoy the confidence and belief 
of reader-listeners—a confidence that extends also to worthy, 


advertised products associated with our name. 


AHMER 


CHICAGO 


Martha Crane and Helen Joyce broadcasting 
WLS Feature Foods before a crowd at the 
Root Store, Terre Haute, Indiana. 


Gladys Skelly, homemaking editor of 
Prairie Farmer, discusses furnishings of the 
mode! home with shoppers in the Root Store. 
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Plan to Improve 


Comics Readied 
by Publishers 


Association Still Lacks 
Biggest Publishers, 
Faces Many Problems 


New York—A three-man advis- 
ory committee suggested last week 
that the comics magazine industry 
should make further study and re- 
search on seven “immediate” topics 
in the improvement of their publi- 
cations. 

Appointment of the committee 
Was announced by Phil Keenan, 
president of the Association of 
Comics Magazine Publishers, who 
said membership of the group now 
represents nearly 40% of the in- 
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Kits: Pats. Pend. 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting — are constant re- 
minders of your products 
and services . . . and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
..- handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dies can be imprinted . . . 
with your name or trade 
mark . . . at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


. 


Over 45 Years in Business 


STANDARD PRESSED STEEL CO. 


JENKINTOWN, PA Geox 4) 


dustry’s total volume of circulation. 
Committee members are John E. 
Wade, retired superintendent of 
schools for New York City; Dr. 
Ordway Tead, chairman of the 
Board of Higher Education for New 
York City, and Dr. Charles F. Gos- 
nell, state librarian and member of 
the New York State Freedom Train 
Commission. 

Improvement of comics maga- 
zines, to make them a better edu- 
cational force, was placed first on 
the committee’s agenda. Other im- 
mediate goals it set included: Im- 
provement of vocabulary use in 
comics in terms of age levels of 
readers; better legibility through 
more scientific study of lettering; 
higher standards for art work; ac- 
curacy in representations, and pub- 
lic service through cooperation 
with all groups interested in child 
welfare. 


a The committee said that while 
the problem of raising comics mag- 
azine standards is “urgent,” cen- 
sorship would be a dangerous and 
illegal method of dealing with it. 
As with other media, it added, “the 
way forward here is the strength- 
ening of the process of self-regu- 
lation within the industry.” The 
association has already adopted a 
code and launched upon a program 
of self-regulation (AA, July 12). 

Many of the top publishers are 
not members. National Comics 
Publications, which is running a 
public relations campaign of its 
own, emphasizing the role of com- 
ics and its use of a long-standing 
| board of editors, does not belong 
‘to ACMP. R. A. Feldon told AA 
/none of National’s titles have had 
| trouble on newsstands. Dell, Faw- 
cett, Harvey and Marvel are also 
| outside ACMP, and this illustrates 
la peculiar facet of the comics field: 
When the comics magazine pub- 
llishers first put an association to- 
|gether, executives from Harvey 
|and Marvel were on the board of 
| directors, and George Delacorte 
was president. These larger pub- 
lishers are now outside the as- 
sociation. 


ws Dell is reputed to have the 
largest total circulation in the 
field, but doesn’t reveal its size 
because no advertising is sold in 
the comics. Mrs. Helen Meyer, 
vice-president of Dell, reminded 
AA that Dell’s comics are largely 
based on movie and newspaper 
syndicate fare and that “the code 
[ACMP’s editorial standards] has 


we publish.” Only Dick Tracy, the 
jut-jawed sleuth, might be con- 
strued as a Dell comic dealing 
in crime, and Mrs. Meyer pointed 
out that it is a reprint of a news- 
paper syndicated strip, and that 
newspapers are zealous about the 
propriety of the strips published. 

Dell’s withdrawal from the as- 
sociation came because “we had no 
real reason to belong,” Mrs. Meyer 
said. 

National, Harvey and other pub- 
lishers have editorial boards to 
screen their product, and Marvel 
has a psychiatrist retained to pass 
on its fare. 


ws The comics’ newsstand situation 
is paradoxical. Both the American 
Municipal Association and the U. S. 
Conference of Mayors have been 
quoted by newspapers as saying 
that “nearly 50 cities” have taken 
steps to ban the sale of comics 
books. 

Maurice G. a public re- 
lations consultant handling the 
ACMP account, told AA the associ- 
ation had no record of the number 
of cities, and that it had tried to 
verify the “nearly 50” cited, and 
had not been able to. 

One city in which the pub- 
lishers are taking positive action 
is Los Angeles. The ordinance there 
prohibits sale of periodicals “which 
prominently depict crime” to child- 
ren under 18. The ACMP and 
newspapers are planning joint lit- 
igation on this point. 

The comics field is understand- 
ably nervous about the widespread 
reaction against comics books. 
Terre Haute, Racine, Chicago, In- 
dianapolis, Detroit and other cities 
have active educator-parent groups 
which are eyeing comics warily. 

Groups like the Queensboro Fed- 
eration of Mothers’ Clubs (rep- 
resenting 9,000 members in the 
New York borough), the New York 
State Federation of Women’s 
Clubs and others have been pass- 
ing resolutions vigorously. Since 
most of the resolutions condemn 
comics which “glorify crime and 
sex” or are “lurid,” defense is dif- 
ficult. 


a Yet the December ‘“Newsdealer,” 
as a part of an ariicle urging sale 
of comics magazines for Christmas 
gifts, and recalling that December 
is the peak month in comics sales, 
points out that juvenile delin- 
quency decreased 30% in the past 
three years, while comics sales 
went up. 

and 


Advertising Age, December 20, 1948 


MONTH 


GAIN AND LOSS PERCENTAGES —52 CITIES 


OCTOBER - 1948 - 1947 


CLASSIFICATION me Cnet 10 i] 10 


ele 


RETAML 12.3 
GENERAL 14.4 


AUTOMOTIVE 13.8 


FINANCIAL _ -9.1 


TOTAL DISMAY... | 12.5 
CLASSIFIED ._. 

TOTAL ADVERTISING 
DEPARTMENT STORES 


ACCUMULATIVE 


| JAN. OCTOBER=1948-1947 


| CLASSINCATION 


an —}— 
RETA 

GENERAL 
AUTOMOTIVE 
FINANCIAL 

TOTAL DISPLAY 
CLASSIFIED 

TOTAL ADVERTISING 
DEPARTMENT STORES 


OCTOBER NEWSPAPER LINAGE—Media 


Records’ measurement of newspaper ad- 


vertising in 52 cities shows that, for the first time in many months, the general 
classification was ahead of automotive, compared with October a year ago. General 
was 14.4% ahead of October, 1947, and automotive, 13.8%. The only loss was in 
the financial classification, which was down 9.1%. In the ten-month record, auto- 
motive led with a gain of 20.6%, compared with the same period last year. 


criminologists have stated,” the 
publication goes on, “the efforts 
of uninformed reformers and jour- 
nalists to pin the blame for the 
ills of society on comics is just 
so much rubbish.” Some observers, 
such as Edwin J. Lucas of the 
Society for the Prevention of 
Crime, have characterized the war 
on comics as “over-simplification 
of crime causes.” 

So far, ACMP has been too busy 
with organization, recruiting mem- 
bers and laying the groundwork to 
undertake much of a defense. The 
problems are not simple: To ex- 
amine every comic before pub- 
lication, considering the long print- 
ing deadlines prevalent in the bus- 
iness, would be a herculean job, 
and the whole problem of how to 
review comics before publication 
is still unsolved. Also, the code 
is loosely drawn, it is not specific 
enough and there is a feeling in 
ACMP that the implications of the 
situation are not fully realized by 
most publishers. 


USE CO-OP AD DRIVE, 
PUBLISHERS ADVISED 


NEw ORLEANS—Cooperative ad- 
vertising at the local level by 
publishers of the better comics 
magazines and self regulation by 
the industry were the two chief 
recommendations of Dave R. Mc- 
Guire, New Orleans’ public rela- 
tions director, after an exhaustive 


no bearing on the type of comics 


“Competent psychiatrists 
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If you’re interested in attracting 
attention — attention to your ads — it’s 
the one at the right. His big interest is 
his home and family: 
wife, he reads Better Homes 
cover to cover, for ideas and advice on 
how to spend one of the biggest 
incomes “torus, ba big magazines. 


Better Homes & Gardens when they’re 


America’s First Service Magazine 


with his 
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ave your story in 


g up their minds. 
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seller Homes 
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Gard ells 


study of comics in this city. 

The study, initiated when a ci- 
vic group proposed an ordinance to 
ban the sale of crime or sexy co- 
mics to minors, covered 500 copies 
of 200 titles. Mr. McGuire, the 
father of two young comics fans, 
said about a third of the magazines 
were “clean, wholesome, properly 
edited, well-drawn and free of 
vulgar, sexy or sadistic material. 
One*third were borderline, or con- 
tained relatively small doses of 
objectionable material, and one- 
third were definitely offensive, 
objectionable and undesirable.” 


s The lurid books, he added, con- 
tained objectionable advertising of 
products such as fireworks, while 
the better edited publications car- 
ried good advertising of accept- 
able products. In a written report 
on his study, he names names of 
the worst and best .in the field, 
but points out that no attempt is 
made to set up an official list of 
approved or disapproved publi- 
cations. 

His recommendations included: 
More interest by parents; self- 
regulation of wholesalers, retailers 
and publishers; exposure of known 
offenders by public officials; incen- 
tive awards for high-standard com- 
ics; public reviews and criticism; 
cooperative advertising by the 
better magazines on a local level to 
inform the public about their work, 
and a local advisory committee to 
make continuing studies of comics. 


SEEK STATE LAW 

HARTFORD—Two Connecticut 
state senators have proposed to 
make publication and sale of books 
and magazines “devoted to crime 
or tending to incite to crime” a 
crime. 

William F. Lynch of the 10th 
district, and B. F. Damiami, 11th 
district, both of New Haven, have 
filed the proposed law, aimed at 
comics books. 


Rieser Starts Radio Drive 
for Mentholated Tissues 


Rieser Co., New York, is again 
manufacturing Venida mentholated 
tissue handkerchiefs. Due to the 
restriction of pure menthol during 
the past several years, the com- 
pany had to discontinue making 
the tissues. 

The tissues are being promoted 
with selective announcements on 
two stations in New York and one 
in Washington, in addition to co- 
operative newspaper advertising. 
Ralph Harris Advertising, New 
York, is the agency. 


Appoints Ruth Roburn 


Ruth L. Roburn, who for the 
past two years has conducted her 
own business as consultant in ad- 
vertising, sales promotion, distri- 
bution and publicity, has been ap- 
pointed director of advertising and 


merchandising of Majestic Metal 
Specialties, Moosup, Conn. 
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Borton Lauds 
Advertising Aim 
to Efficiency 


STaTE COLLEGE, Pa.—Elon Bor- 
ton, president of the Advertising 
Federation of America, declared 
here last week that “advertising 
is as yet neither a profession nor 
a science—but an industry in 
which results depend almost 
entirely on the knowledge and 
ability of its practitioners.” 

Mr. Borton listed six objectives 
of organized advertising groups: 
(1) improving the efficiency of 
advertising people and advertising; 
(2) raising the standards of ad- 
vertising in truth and good taste; 
(3) increasing the public under- 
standing and acceptance of adver- 
tising; (4) protecting advertising 
against harmful legislation; (5) 
serving the public good through 
advertising; and (6) bringing 
advertising people together in 
acquaintance and cooperation. 

“Research and education are 
the key words in every successful 
advertising group,” said Mr. Bor- 
ton, and he went on to point out 
that the Associated Business 
Papers calls for publishers “to 
encourage all constructive efforts 
to improve standards and quality 
of advertising.” The Association of 
National Advertisers lists as two 
of its objects the elimination of 
waste and inefficiency in distribu- 
tion and the furtherance of the 
science of advertising and market- 
ing. Similar objectives are held 
by the American Association of 
Advertising Agencies, Newspaper 
Advertising Executives Associa- 
tion, National Industrial Adver- 
tisers Association and other groups. 


= He called attention to the codes 
of the industry, which illustrate 
the continuance of the old “Truth 
in Advertising” battle, and said 
“the fight for truth in advertising 
is pretty well won and needs only 
a continued watchfulness on our 
part.” Legislation unfavorable to 
advertising is “a minor activity,” 
not provided for in the by-laws 
or budgets. But, “Advertising is a 
complex industry. . . not under- 
stood by the public or legislators. A 
bill may be introduced by some 
would-be reformer of our customs, 
by someone hostile to business or 
advertising. . . It is the privilege 
and responsibility of organized 
advertising to appear and present 
the viewpoint of advertising.” 

Mr. Borton thinks the number 
of proposed measures to regulate 
or tax advertising is increasing 
and “most are harmful and are 
opposed.” He _ said the _ public 
service campaigns taken on by 
associations and the Advertising 
Council have gained the industry 
good will, and have dramatized 
“the power of advertising and... 
demonsirated the spirit of adver- 
tising people.” 

Earlier Mr. Borton traced the 
growth of advertising clubs and 
associations, and forecast that few 
will be started in the future— 
“any changes will come in dis- 
solution or combination of present 
organizations.” ; 


Ward, Hughes Join Jordan 


Jim Ward has been appointed 
head of the food products division 
of Jordan Co., Los Angeles, ad- 
vertising agency. Walter C. Hughes 
Jr., formerly copy chief in the 
Beverly Hills office of Madison 
Advertising Co. and at Jim Ward 
& Co., and an account executive 
of Botsford, Constantine & Gard- 
ner, Los Angeles, has been named 
copy chief of the Jordan agency. 


Tiftany Appoints Dorland 
Tiffany Footwear, New York, has 

appointed Dorland, Inc., New York, 

‘o handle its advertising, effective 


United Newspapers Elects 
Sterling, Other Officers 


John C. Sterling has been elected 
director and chairman of the board 
of United Newspapers Magazine 
Corp., New York. Other appoint- 
ments are: Euclid M. Covington, 
director, vice-president and adver- 
tising director; Miller Cross, di- 
rector, vice-president and western 
manager; J. J. E. Hessey, director, 
vice-president and business man- 
ager; Tom Cathcart, director, vice- 
president and director of news- 
paper relations, and William I. 
Nichols, director and editor of 
This Week Magazine. 


Ready now for you... 


The STANDARD MARKET 
and MEDIA DATA FORM 
for Canton, Ohio 


Information conforms to the pattern 

recommended by the newspaper com- 

mittee of the A.A.A.A., the research 
committee of the Newspaper Ad- 
vertising Executives Association 
and the Bureau of Advertising, 
A.N.P.A. 


Basic data about the Canton, Ohio 
market area reached with ONE 
newspaper, The Canton Reposi- 
tory. Send for your copy. 


‘Seventeen’ Names Lapham 


Robert Lapham, formerly with 
Harper’s Junior Bazaar and Wo- 
men’s Wear Daily, New York, has 
joined the West Coast sales staff of 
Seventeen with headquarters in 
Los Angeles. 


Pavinoleum to von Zehle 


Pavinoleum, Inc., New York, 
maker of Pavinoleum, a linoleum- 
like liquid floor finisher, has ap- 
pointed William von Zehle & Co., 


THE CANTON REPOSITORY anton, ono 


New York, to handle its advertis-| REPRESENTED NATIONALLY BY STORY, BROOKS AND FINLEY 
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‘Professional’ Lingo Puzzles 
This PR Practitioner 


To the Editor: I have read your 
editorial “That Professional Buga- 
boo, Again,” in which you criticize 
the notion that professionalism 
among public relations people en- 
tails a ban on advertising. I agree 
entirely. Actually, that argument is 
so shaky that it tempts ribaldry 
with a powerful lure, almost a 
suction. 

The whole yen for professional 
status among public relations peo- 
ple is a curious detail and not with- 
out its sardonic overtones. It in- 
dicates a yearning for prestige to 
be conferred purely by title, a de- 
sire for position, a craving for rec- 
ognition. In some cases, it has gone 
so far as to try to make the public 
relations counselor appear to be a 
sort of amalgam of the Twelve 
Apostles and Robin Hood with 
overtones of Dr. Kildare. His store 
of wisdom, if one takes Glenn 
Griswold’s “News Letter” seriously, 
is so vast that his knees practi- 
cally buckle under it. This seems 
to be true, incidentally, of the ad- 
vertising executive’s image of him- 
self, also. 

I have heard no Voice from the 
Burning Bush on this subject, 
hence I do not know why the 
public relations business requires 
any adornment other than the bare 


description that it meets a certain 
economic need and is a valuable 
and skilled service. In dollar vol- 
ume, as the sales managers say, 
the public relations business may 
be no more valuable than the pro- 
duction of shoe-lace tips or feathers 
for women’s hats. But my own be- 
lief, based on elaborate inquiries 
and long meditation, is that an ef- 
ficient and able producer of any 
economic good or service is worthy 
of respect, and such men need no 
hollow gaudiness of “profession- 
alism” to justify their position. 

Just in case there is any doubt 
in your mind, I love the public 
relations business. 

A. A. IMBERMAN, 
Imberman & DeForest, Pub- 
licity Counsel, Chicago. 
age68 


Solves Everything 
To the Editor: There is nothing 
about polling, politically or other- 
wise, that good public relations 
will not cure. 
EpWaArp J. FLYNN, 
Director, Edward J. Flynn and 
Associates, Los Angeles. 
Editor’s Note: Nuts! 
ees 


Tells Origin of BBDO Quip 
To the Editor: Just to set the re- 

cord straight, I thought you might 

like to know how Stu Peabody 
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first happened to say that Batten, 
Barton, Durstine & Osborn “sounds 
like a trunk falling down stairs.” 

A long time member of Libby’s 
advertising department, Vince 
Sweet, first used this expression 
in my presence about ten years ago. 
Shortly thereafter I was in Stu’s 
office in New York and learned 
that very day he was going to be 
toastmaster at an advertising ban- 
quet at the Astor at which Roy 
Durstine was to be the principal 
speaker. When I heard this, I told 
Stu how Vince Sweet had de- 
scribed the BBDO name. Of course 
Stu liked it and said he intended 
to use it in introducing Durstine. 

So that’s the story—and I 
thought you might like to give a 
Chicago ad man full credit for this 
clever observation which has since 
been used so widely—now even by 
Jack Benny! 

I am writing this letter as a re- 
sult of the top item in “Rough 
Proofs” in your Nov. 29 issue. 

ALEXANDER ROGERS, 

Advertising Manager, Libby, 

McNeill & Libby, Chicago. 

P. S. I’m sure Stu will be glad 
to verify the above if you care to 
check it with him before publish- 
ing the story. He has so many 
honors and distinctions, I’m sure he 
will be glad to yield this one! 


Poster Thanks Voters 

To the Editor: Here is a pro- 
motional job that can teach all 
advertisers an important lesson. 

Edward J. Barrett, as you may 
remember, was reelected as the 
Secretary of State of Illinois. A 
few days after the election I was 
driving down Lincoln Ave. and 
saw workmen putting the finishing 
touches to the billboard illustrated 
in the enclosed photograph. 

I think you will agree with me 
that it is very unusual to find an 
elected office holder going to so 
much trouble and expense to thank 
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_ Let's all pull to 
Peace € Prosperity 


| EDWARO J. BARRETT 
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THANKS VOTERS—Unusual is what a reader calls this outdoor poster, which he 
had photographed in Chicago following the November elections. 


the voters after the election, as he 
did before, when he was asking for 
their votes. I think that this is one 
of the smartest bits of public re- 
lations work that I have ever seen, 
and I wanted you to know about it. 

Incidentally, I don’t know Mr. 
Barrett, nor do I have any con- 
nection with him or his organiza- 
tion. I have had this photograph 
taken, and I am writing this letter 
as my own tribute to a very smart 
public official who still thinks 
about the customer after he has the 
order. 

J. H. Caro, 
Vice-President, Earle Ludgin & 
Co., Chicago. 


Describes Tribute to Monsen 

To the Editor: There may be 
some friends of Myron Monsen Jr. 
who were unable to attend his 
funeral but would be interested 
in the beautiful. recognition given 
him. 

The funeral parlor and church 
were crowded beyond capacity and 
I have never seen such a magnifi- 
cent array of flowers in my life. 

More than one hundred auto- 
mobiles were in the procession and 
from the time we left the church 
until we arrived at the cemetery 
two planes circled overhead, above 
the procession. Then at the grave, 
at the solemn part of the service, 
these planes, still circling over- 
head, dropped roses upon the 
ground. 

Everybody joined in showing 


a lovely tribute to a grand guy that 
the industry will miss for years 
to come. 
JOHN J. MAHER, 
President, John Maher Print- 
ing Co., Chicago. 
gee 


Wattenmaker Restored 
to Cleveland Locale 

To the Editor: I was very much 
surprised to find myself doing a 
little of the “Ad-libbing” in the 
Nov. 29 issue, and I might add 
that I still feel the same way about 
the cigaret flyer we received. 

I would like to point out how- 
ever, that I am very definitely 
located in Cleveland. “Philippic 
from Cleveland” is not as snappy 
as “Philippic from Philly,” but it 
is more accurate. I hope none of 
my accounts think that I am leav- 
ing town. 

JaMES S. WATTENMAKER, 
Jacob Wattenmaker & Son, 
Public Relations, Cleveland. 
Editor’s Note: We apologize for 

inadvertently moving Mr. Watten- 
maker from Cleveland to Philadel- 
phia, and hereby officially move 
him back. 

aa6 


Speaks Up for Tampa 

To the Editor: In each of the 
publications for the first two 
weeks of my subscription to ADVER- 
TIsSING AGE, I have found that 
Tampa, Fla., was conspicuous by 
its absence in the story of retail 
sales in which Federal Reserve 
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GIVES A BRAKE—This spread in the September-October issue of Thermoid Dealer 
News, backing the National Safety Council’s theme, was used by dealers to 
publicize the importance of proper brake lining and adjustment. 


figures were quoted. 

The omission of Tampa in the 
Atlanta District figures seems 
rather peculiar inasmuch as, for 
the past three years, Tampa has 
led the Sixth Federal Reserve Dis- 
trict by a wide margin every 
month, if my memory serves me 
rightly, with the exception of three. 

Strangely enough one of the 
cities which has been quoted in 
your story has just as consistently 
occupied anywhere from 8th to the 
13th position among the cities of 
the six states comprising the Sixth 
Federal Reserve District. 

In view of the facts do you not 
think that Tampa should be in- 
cluded in the future? 

TRENTON C. COLLINS, 
Executive Secretary, Mer- 
chants Association of Tampa, 
Tampa, Fla. 

Editor’s Note: AA’s weekly Fed- 
eral Reserve report includes all 
cities reported on. Reader Collins 
will find, on investigation, that 
while Tampa may be reported on 
monthly, it is not included in the 
weekly figures on which AA’s re- 
ports are based. 


Thinks There’s Work 
for CM Around Home 

To the Editor: Now I see by 
ADVERTISING AGE, Nov. 29, that The 
Creative Man is pontificating on 
the curse of vague generalities in 
advertising, especially the small 
space stuff. 

Instead of having him bleat 
around the bush with horrific ex- 
amples from other publications, 
why doesn’t he turn his sharp little 
eyes on his own book, especially 
to the southwest corner of Page 28 
in ADVERTISING AGE’s Nov. 29 issue. 

He'll see an ad that screams 
ASHES six times in the top 42 of 
its 112-line depth and peddles 
neither ashes nor coal but an office 
service unconcerned with the ques- 
tion of heat except possibly under 
the white collars of prospective 
customers. 

Why doesn’t Creative Man de- 
vote that great big bleeding heart 
of his to the practical problem of 
taking your little advertiser by the 
shy hand and rendering an on-the- 
spot creative service to him? 

How about it? 

H. E. Fry, 
Advertising-Publicity Manager, 
North American Philips Co.,- 
New York. 

Editor’s Note: Come, come, Mr. 
Fry. You may love, or hate, The 
Creative Man’s stuff, whichever 
you choose. But your logic is at 
least slightly off base if you argue 
that AA’s advertisers’ copy doesn’t 
always coincide with the CM’s 
views. Of course it doesn’t; so 
what? 

aes 


Dealers Use Safety Theme 

To the Editor: I am enclosing a 
copy of the September-October is- 
sue of the “Thermoid Dealer 


News,” which is distributed each 
month to more than 50,000 auto- 
motive jobbers, distributors and 


dealers throughout the country by 
Thermoid Co. I feel you should 
know about the spread on Pages 
4 & 5 which develops the National 
Safety Council’s theme, “Watch 
Out for Us—Give Us a Brake.” 

This promotion was used very 
effectively by dealers coast to coast 
who pasted the two-page story in 
their show windows in order to 
gain the widest possible publicity 
for the part proper brake lining 
and brake lining adjustment play 
in this vital program. 

We are sending this issue on to 
ADVERTISING AGE in the firm belief 
that the importance of highway 
safety, indeed, deserves the widest 
possible publicity. 

Ray T. BaILey, 

Publications Director, Therm- 

oid Co., Trenton, N. J. 


Introduces Argentine 
Agency Group’s Leaders 

To the Editor: It is the wish of 
our association to keep in contact 
with your publication in order to 
help in fostering friendly business 
relations between our two coun- 
tries. We hope to be able to supply 
you with whatever information re- 
garding media, local advertising 
conditions, etc., you might require, 
and are at present preparing data 
which we believe will be of interest 
to you. We trust you will feel free 
to call upon us and it will be a 
pleasure to be of service to you. 

At the same time we take the 
opportunity of giving you below a 
list of the members of our board 
of directors, together with the 
agencies they represent: 

President Ricardo De Luca 
(Publicidad Tan) 

Vice-President Lino Palacio 
(L. Palacio & Cia.) 

Secretary Eduardo Parma (Pro- 
ventas) 

Treasurer W. H. Doubell (Grant 
Advertising) 

Titular Director Gerardo de Ma- 
cedo (Standard) 

Titular Director Humberto Sci- 
alpi (Vocex) 

Titular Director A. Garcia Torres 
(Garcia Torres & Lotito) 

Titular Director Ramon Caballe 
(Simplex) 

Alternate Director Juan B. Dom- 
enech Gilart (J. B. Domenech Gil- 
art) 

Alternate Director Joaquin Mol- 
linedo (Lintas) 

Alternate Director Marcelo Mau- 
mus (P. A. C.) 

- Alternate Director E. J. Hender- 
son (Berg & Cia.) 

In the near future we expect to 
be communicating with you fur- 
ther, in order to give you more de- 
tails concerning our organization, 
its purposes, membership, etc. In 
this way, undoubtedly you will 
have a clearer picture of the situa- 
tion down here, and when occasion 
arises, we hope you will call upon 
us. In the meantime, we remain, 
with kindest regards, 

Ricarpo De Luca, 

President, Asociacion Argen- 

tina De Agencias De Publici- 

dad, Buenos Aires, Argentina. 


Calls AA a ‘Pleasant Duty’ 

To the Editor: Although un- 
worthy of particular mention, I 
cannot help but state that I, too, 
read ADVERTISING AGE carefully 
and completely each week. 

I represent the bottom of the 
pile upon whose crown perches 
Mr. H. A. Batten. 

But still, Apvertistnc AcE is of 
extreme interest to me despite the 
fact that I am only a one-man 
office force of a very small com- 
pany that has a very negligible 


advertising program. 

Also, I am of that very non- 
descript appearance which includes 
slight stature, baldness, a bit of 
stoop, and awfully poor features. 

However, again, ADVERTISING AGE 
is a positive and pleasant duty for 
me each week. 

A. H. ScHAMPEL, 

King-Moore Leather Goods 

Co., Los Angeles. 


Editor’s Note: AA aims to serve 


,alert merchandising-minded men 
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and women in all kinds and sizes 
of companies. It gets just as big a 
thrill out of pleasing Mr. Schampel 
as it does in pleasing Mr. Batten. 


SIGNS OF LONG LIFE’ 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 
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_ J. C. Penny store in Houston is one of the largest 
and most successful of all the firm’s nation-wide opera- 
tions. So, quite naturally, J. P. Jones, Penney’s likeable 
Houston manager, is a man of exceptional ability with a 
rich, full background of twenty years’ experience in retail 
selling and department store management. 


Mr. Jones is a key figure in a key market where retail 
sales are $731,423,000*—largest in the entire South! 


Ever since 1934 when Penney’s opened their big 
store on Houston’s teeming Main Street, The Houston 
Chronicle has been used successfully as their major 
advertising medium to keep up an ever-increasing 
flow of profitable customers from every income level. 
As a matter of fact, The Chronicle through the years 
has done that job almost single-handed: records re- 
veal that more than 75% of Penney’s local newspaper 
advertising has run in The Chronicle. 


Local, regional and natignal advertisers know that the 
Houston Chronicle’s leadership in circulation, in every 
category, means bigger, better results. 


*SaLES MANAGEMENT—Survey of Buying Power, May, 1948. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


FIRST IN HOUSTON IN 


CIRCULATION 


THE BRANHAM COMPANY 
National Representatives 


AND ADVERTISING FOR 35 CONSECUTIVE YEARS 
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Three Join Fox Agency 

Joseph A. Heyman, formerly 
with Abraham & Straus and Dorset 
Foods Ltd., and Gustav Berle, for- 
merly with Bloomingdale’s, Sears, 
Roebuck & Co. and Edwin Freed 
Advertising Agency, have joined 
Fox Advertising Co., Baltimore. 
N. A. Rappaport, formerly with 
Grey Advertising Agency and with 
department stores and chain stores, 
also has joined Fox. 


Two Appoint Ad Fried 


Holly Meat Packing Co., Oak- 
land, Cal., Holly brand meats, and 
All Clean Maintenance Co., Oak- 
land, restaurant maintenance, have 
named Ad Fried Advertising 
Agency, Oakland, to handle their 
advertising. A test campaign will 
be launched for Holly Meat Pack- 
ing in northern California, using 
newspaper, radio and point-of- 
purchase promotion. 


To Van Diver & Carlyle 


Van Diver & Carlyle, New York, 
has been appointed to handle the 
advertising of Hauser Machine 
Tool Corp., Manhasset, N. Y., ex- 
clusive U. S. factory representa- 
tive of Henri Hauser Ltd., Bienne, 
Switzerland. Business papers and 
direct mail will be used. 
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Brands Disprove 
Forced Selling, 
Oil Group Told 


‘Full Line Forcing’ 
Disavowed by Socony; 
Dealers Free to Buy 


Cuicaco—If some of the oil com- 
panies have been pressuring their 
dealers to confine purchases to 
certain lines and brands, they’ve 
done “a pretty poor job” because 
the distribution and sale of tires, 
batteries and accessory merchan- 
dise is still highly competitive. 

That was the consensus offered 
to the Oil Industry T.B.A. Group 
at its annual meeting here by 
Wallace M. Hughes, manager of 
the automotive department, Hearst 
Advertising Service, New York, 
based on a pilot cross-section 
study, on the dealer level, in New 
York City. 

The New York survey, which 
may be extended later in nine or 
ten other Hearst newspaper cities 
from coast to coast, included 200 
calls to determine the distribu- 
tion of T.B.A. merchandise at 
various automotive outlets and 
gasoline stations. Those 200 calls, 
said Mr. Hughes, showed 53 dif- 
ferent brands of motor oil; 30 
brands of tires; 37 different tubes; 
31 brands of anti-freeze; 33 dif- 
ferent batteries; 15 brands of spark 
plugs; 36 fan belts; 41 solvents; 43 
radiator cleaners; 32 auto waxes; 
38 auto polishes; 23 brake linings, 
and 29 different oil filters. 


ws Using a series of charts, the 
Hearst executive pointed out the 
cross-penetration of various brands 
of T.B.A. merchandise into various 
gasoline outlets, emphasizing that 
there is plenty of room for com- 
petition in selling the dealers of 
major oil companies—and that 
they are being sold, too, despite 
the complaints about exclusive 
dealer contracts in the T.B.A. field. 

Socony-Vacuum Oil Co., New 
York, has a long-standing policy 
of not engaging in “full line forc- 
ing” or tie-in sales with its dealers, 
the group was told by A. L. Nick- 
erson, domestic merchandising di- 
rector. It has no control features 
in its contracts with dealers, he 
said, regardless of whether they 
happen to lease their outlets from 
the company. 


Socony-Vacuum, Mr. Nickerson 


SAMPLER—A self-service tray made by 
Fort Orange Paper Co., Castleton-on- 
Hudson, N. Y., lets customers taste for 
themselves in this display for Borden 
Co.’s Pippin Roll. The tray has a cello- 
phane base, which may be cleaned for 
re-use in other cheese sampling. 


declared, has achieved “a fair 
measure of success” with its direct 
T.B.A. program after it had failed 
to interest its dealers in subscrib- 
ing to a series of uncoordinated 
T.B.A. programs. This dealer ac- 
ceptance, he added, has resulted 
in a significant trend, at least as 
far as tires are concerned, on the 
part of the motorist to buy more 
of his T.B.A. needs from the re- 
tail gasoline service station. 


= The greatest single source for 
increasing dealer profits lies in 
the further development of his 
accessory business, according to 
M. S. Marsh, tire and battery sales 
manager, Standard Oil Co. (Ohio), 
but “we should strive to keep our 
accessory lines simple.” His com- 
pany, which has compressed its 
accessory line to about 100 items, 
found that the first ten items ac- 
count for 64% of sales and 68% 
of profits. Of the 100 items, 80% 
account for only about 17% of 
dealer sales and but 11% of the 
accessory profits. 

F. C. Sturtevant, National Petro- 
leum News, Cleveland, told the oil 
marketers that 83% of independ- 
ent gasoline jobbers now handle 
tires, compared with 62% in 1940. 
As evidence of the rush to get on 
the bandwagon, 16% started their 
tire selling within the past year. 
Of these same independent jobbers, 
he said, 73% sell batteries, com- 
pared with 51.4% eight years ago, 
with 14% of them having added 
the battery line last year; 68% 
now handle accessories, 80% 


sell non-permanent anti-freeze and 
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any conservative C.P.A., it’s 


the switchover to the public. 


Clever as Mr. Benny is, 


to earn his bread and glory 


be repeated in a hurry. 


his man, it’s his man-n-n. 


leleradio Mans Corner 


Your Teleradio Man is taking the Jack Benny deal calmly 
and not expecting any more quite like it chiefly because there 
aren’t many, if any, comics quite like Jack Benny. 


Granting that the terms of transfer are enough to sweat 


for unique capacity. Benny almost alone can make an even- 
ing’s schedule stand up. Hence the fanciful provisos conceded 
him will set no new trade-wide bargaining pattern. Every- 
body may relax. The incident has to be regarded as just an- 
other invasion from Mars because, listen: 


Benny gets umpteen millions cash in hand, with extras 
for his packaged by-products. And that’s just the beginning. 
His new boss undertakes to keep Benny happy under almost 
any foreseeable contingencies. 
Bureau disallows the capital gains slant, 
collects a $200,000 annual apology from CBS for ten years. 
If as the result of breaking his NBC listening habit his 
Hooper rating slips, then sorry money in the amount of 
$3,000 per point is promised. Finally, to sweeten him up all 
around, a special kitty of $100,000 is provided to advertise 


thoughtful clauses. They are attributed to Mr. J. C. Stein 
of the strangely-named Music Corporation of America. 
In our competitive society it is Mr. Stein’s assigned function 


sky high in order to take 10% off the top. But even he has 
seldom been able to ask for and get the moon. Those who 
know J. C. best (he was a Chicago boy) consider him too ‘ 
much of a realist to believe that the same combination of 
circumstances that made the Benny deal possible is likely to 


It cost him a lot but there’s one thing Paley’s got—it’s 


still a case of unique rewards 


If the Internal Revenue 
the comedian 


he never dreamed up these 


by running the cost of talent 


712% 
freeze. 
It is apparent, he said, that 
the industry is wholeheartedly in 
the T.B.A. business, based on the 
firm foundation of public pre- 
ference. “We are collectively 
spending enough money on adver- 
tising and promoting the sale of 
T.B.A. manufacturers to see that 
the independent oil jobber does 
get treatment as a wholesaler equal 
with that given automotive supply 
houses. These are days when con- 
gressional committees and other 
government agencies are espe- 
cially sensitive about discount or 
any other type of discrimination.” 
George L. Switzer, Shell Oil Co., 
New York, was reelected national 
chairman of the industry group. 
New sectional chairmen were 
named, including: Midwest, Mr. 
Marsh; West Coast, George Miller, 
Richfield Oil Co., Los Angeles; 
and East, George Glazier, Amer- 
ican Oil Co., Baltimore. 

The conference was attended by 
a large Canadian delegation, which 
intends to organize formally and 
affiliate with the U. S. group. A 
meeting for this purpose will be 
held in Toronto Feb. 8. 


Lehn & Fink Products 
Names McCann-Erickson 


Lehn & Fink Products Corp., 
New York, has appointed McCann- 
Erickson, New York, to handle 
export advertising of all its pro- 
ducts. including Hinds Honey and 
Almond cream, Dorothy Gray 
creams, Etiquet deodorant, Lysol 
and Portrait home permanent, in 
all countries of the western hemi- 
sphere with the exception of Can- 
ada and the United States. 

The agency will take over the 
account in the various countries 
between Jan. 1 and July 1, 1949, 
depending on the market con- 
cerned. 


Publisher Elects Thornhill 


Arthur H. Thornhill, vice-pres- 
ident in charge of sales, has been 
elected president and chairman of 
the board of Little, Brown &Co., 
Boston, book publisher. He suc- 
ceeds the late Alfred R. McIntyre. 


Hinshaw Joins Talbott 

Andrew B. Hinshaw, formerly 
with Batten, Barton, Durstine & 
Osborn, has joined Zeder Talbott, 


handle permanent anti- 


Inc., Detroit advertising agency. 


Farm Income Seen 
at $41.2 Billion | 


Cuicaco—The nation’s gross 
farm income for 1948 will reach 
$41.2 billion, the highest on record 
and $1.6 billion more than in 1947, 
Lloyd Partain, manager of com- 
mercial research of Curtis Pub- 
lishing Co., Philadelphia, has es- 
timated. 

The 1948 figure will be nearly 
three times the average income of 
the nation’s farmers in the 1935-39 
period, Mr. Partain said in a talk 
béfore the National Standard Parts 
Convention here. 

Mr. Partain has been estimating 
annual farm income since 1943— 
his predictions preceding govern- 
ment estimates by several months. 
For 1947 he estimated gross income 
at $39 billion. The government 
figure proved to be $39.6 billion. 


Brown Opens Own Oftice 

Harry Boyd Brown, formerly na- 
tional merchandising manager of 
Philco Corp., Philadelphia, has 
started a merchandise counseling 
service with offices at 18 W. Chel- 
ton Ave., Germantown, Pa. 


WFIL Advances Martin 


Ben Martin has been appointed 
continuity director of Stations 
WFIL and WFIL-TV, Philadelphia. 
He has been with the stations for 
the pust six months as a tele- 
vision writer. 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Advertising in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. 
NOTE: We now have facts compiled by the 

" Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 


for this free information, 
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Footnotes 


By G. D. Crain Jr. ——_! ' 


Advertising clubs first became 
active around the turn of the cen- 
tury, so that they have been an im- 
portant part of the American ad- 
vertising and business scene for 
close to fifty years. Their record 
has been one of service over a long 
period during which their func- 
tions have necessarily changed 
with the changing needs of their 
members, their communities and 
business at large. 

In its early days, the job of the 
local advertising organization 
seemed to be chiefly evangelical— 
to sell business on the idea that it 
pays to advertise. Those were the 
days when advertising men blew 
their bazoos loud and long, and 
when the merits of advertising 
were promoted vigorously and un- 
ceasingly. 

As advertising became a well 
established business policy, so that 
it was no longer so necessary to 
proclaim its merits, advertising 
clubs turned largely to promoting 
better and more successful use of 
the advertising tool. “Truth in ad- 
vertising” was a slogan promoted 
and supported largely by the ad- 
clubs, even though governmental 
agencies and national and local 
better business bureaus—the latter 
the outgrowth of the National Vig- 
ilance Committee of the Associated 
Advertising Clubs of the World— 
took over the policing job. 


m Many adclub members are 
studying the work of their or- 
ganizations today to see if they 
can develop a program which will 
insure the interest of more of the 
important members of the busi- 
ness, many of whom seem to find 
little time for advertising club ac- 
tivities. These leaders are not sure 
that meetings alone, even with top 
flight speakers discussing impor- 
tant aspects of advertising, are suf- 
ficient to justify the necessarily 
large expenditures of time and ef- 
fort put into club work by many 
who have been devoted to it for 
years. 

One club which has been doing 
this sort of soul-searching lately 
is considering giving itself the as- 
signment of handling advertising- 
publicity-public relations for the 
many local civic and charitable 
enterprises which are an important 
and vital part of the extra-curric- 
ular activities of practically all 
business men, and which suffer 
frequently from the hit-or-miss 
way in which much of their pro- 
motion is planned and executed. 
It has been suggested that this 
would make the advertising club 
a focal point for many of the most 
important non-commercial com- 
munity undertakings, from traffic 
safety to the community fund. 


e If, as the Advertising Council 
and Jim Young have so convin- 
cingly argued, public service is the 
best public relations for individual 
companies, it might be equally ef- 
fective as public relations for ad- 
vertising at the local level. It need 
not interfere with the present 
luncheon club programs, with vo- 
cational training through lecture 
courses, etc., but it might add a 
new and useful type of activity 
which would raise the advertising 
club to new levels of community 
service, prestige and usefulness. 


National Paper Introduces 
Swanee Products in Dailies 


National Paper Corp., Ransom, 
Pa., will launch a $250,000 news- 
paper campaign introducing Swa- 
nee two-ply bathroom tissues, nap- 
kins and towels within the next 
month with large-size space rang- 
ing up to 1,000 lines in newspapers 
in major cities throughout the 
country. 

The campaign will be backed up 
by teaser ads and dealer helps in- 


cluding counter cards, window 
streamers, direct mail and special 
promotions. H. C. Morris & Co., 
New York, is the agency. 


Y&R Names Langhoft 
as Vice-President 


Dr. Peter Langhoff, who joined 
Young & Rubicam in 1947 and was 
named director of research in May 
of that year, 
has been named 
vice-president in 
charge of re- 
search. 

Prior to join- 
ing the agency 
Dr. Langhoff was 
in charge of re- 
search for sev- 
eral government 
projects, includ- 
ing Rural Elec- 
trification Ad- 
ministration. Du- 
ring the war he was chief statis- 
tician of the Army Service 
Forces, and he organized and was 
the first director of the Veterans’ 
Administration research depart- 
ment. 


Dr. P. Langhoff 


Liberty Orchards 
Widens Sales Area 


CASHMERE, WasH.—Seasonal pro- 
motion throughout the Pacific 
Coast, employing Sunset, daily 
newspapers and outdoor posters, 
has been launched by Liberty Or- 
chards Co. for its original Aplets 
and Cotlets confections. 

The newspaper schedule places 
a series of ten advertisements in 
29 dailies of Washington, Oregon 
and California. Copy is keyed to 
the holidays and to Christmas gifts, 
for distant friends, or for those 
nearby. All copy repeats the slo- 
gan: “The unique fruit-nut confec- 
tions of the Far West.” 

The outdoor schedule provides 
for a showing before Christmas in 
15 cities of the Pacific Coast and 
carries a full-color reproduction of 
a newly designed box for Aplets. 

A counter-size reproduction of 
the poster is also used for point-of- 
sale display material, which has 
been laid out with series of six 


changes through the year. 

Aplets were originated 28 years 
ago and are produced in the Wash- 
ington apple country. Hitherto, 
distribution has been primarily 
in Washington state. The new 
campaign represents a_ broad- 
ening of mar‘<ets, using established 
channels of trade. 

Beaumont & Hohman, Seattle, is 
the agency. 


Gurst Joins Feigenbaum 

Daniel M. Gurst, formerly with 
Abner J. Gelula & Associates, has 
joined Feigenbaum Advertising 
Agency, Philadelphia, as an ac- 
count executive. 
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9:30 A.M. sdman has been work- 
ing so hard he belatedly realizes 
the Christmas gift dead line is at 
hand. In panic, he sees it's one 
closing date he can't extend. 


A DAY IN TE 


AN AD MAN 


i LIFE OF 


everybody 


10:00 Wonders what to give his 
406 most intimate friends. 
solves that it must be something 
really 


utterly baffled. 


Re- 


wants. Feels 


11:45 Broaches problem to his 
assistant, who says one gift is ‘iia 
sure to appeal to everybody: Car- e : 
stairs White Seal whiskey. "What's 
more," he adds, "I'll prove it!" 


12:15 Goes to lunch with as- 


sistant, 


made with delicious Carstairs. 
Drinks taste so good, 
needs no further 


7:3 


who orders cocktails 


"reason why." 


2:30 


ad man 


Serves Carstairs at his own Christmas 


Eve party. Guests see he's a man who cares — to 
extend the most gracious Christmas ever. (Moral: 
For much good-will toward men this Christmas, 


— 


give and serve Carstairs yourself.) 


sent pronto to all his friends. 
Happily notes he doesn't need the 
key to Fort Knox to afford it. 


The 


Rushes to whiskey dealer. 9:15 
Orders six bottles of Carstairs made with... 
Carstairs! 


Enjoys pre-holiday drink 


what else but 


ee i 


Decides it's the 
finest holiday spirit of all: so 
rich yet light, so mild yet hearty. 


\ Man who Cares Gives 


CARSTAIRS 
White Seal 


Blended with Care...for Men who Care 


Carstairs Bros. Distilling Co., Inc., Baltimore, Md. 
Blended Whiskey, 86.8 Proof, 72% Grain Neutral Spirits 
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HOUSEWARMERS—Leaders of the National Industrial Advertisers 
Association appear in an apparently serious moment at a 
housewarming in NIAA‘s new headquarters in New York. Seated, 
left to right: William A. Bates, Steel Co. of Canada ltd., 
Canadian vice-president; Blaine G. Wiley, executive secretary 
of NIAA, New York; William A. Marsteller, Edward Valves, Inc., 


East Chicago, Ind., 
Inc., Ashland, Mass., secretary-treasurer, and Arno O. Witt, 
Schramm, Inc., West Chester, Pa. Standing: Bernard A. Dolan, 
Peter A. Frasse & Co., New York; Edward Hurlburt, Ritter & Co., 
Rochester, and Gene Robers, Weatherhead Co., Cleveland, all 
NIAA vice-presidents. 


president; William D. Crelley, Telechron, 


Discount Houses 
Found to Do 10% of 
N. Y. Retail Trade 


New YorK—The discount house 
operators, more popularly known 
as the “I-Can-Get-It-For-You- 
Wholesale” boys, are diverting 
about 10% or $450,000,000 of all 
the retail business being done in 
New York City alone from regular 
retail outlets. 

The above was reported in a 
series of four articles which ran in 
Retailing Daily, New York, last 
week. The Fairchild publication 
says that retailers are viewing the 
growing discount house practice 
with alarm. They feel that if al- 
lowed to continue to grow, the ma- 
jor portion of the public will be- 
lieve that the discount house of- 
fers the only fair price. 

Harold Rosenthal, author of the 
articles, accumulated a partial list 
of 77 regular discount houses and 
33 wholesalers here without diffi- 
culty. He found that the public can 
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buy any number of nationally- 
known and fair-traded articles, 
ranging from electric knife sharp- 
eners to television sets or furniture, 
at discounts starting as low as 10 
and 15% and going as high as 
33 1/3%. 

He classifies discount operators 
into three categories: (1) Street 
level outlets that operate in 
central shopping areas; (2) “up- 
stairs” operators, located on the 
upper floors of office buildings, 
where rent is low and inventory 
lower and (3) the “desk” operators, 
men of wide acquaintanceship in 
the trade who rent office space, 
carry their business in their hats 
and have access to an extensive 
inventory over the telephone. 


Restaurant Association 
Emblem Marks ‘49 Drive 


National Restaurant Association, 
Chicago, has developed a new em- 
blem to tie in with the 1949 Hos- 
pitality Year campaign. The em- 
blem features the slogan ‘“Amer- 
ica’s Heritage—Hospitality and 
Good Food,” and carries a line 
sketch of a typical colonial gentle- 
man. 

Also included in the campaign 
will be public showings of the 
NRA’s new full-color motion pic- 
ture on the industry, cooperative 
advertising, publicity and restau- 
rant point-of-sale tie-ups. The 
$100,000 campaign is scheduled to 
get under way soon after the first 
of the year. 


1S, ET 


INCORPORATED 
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Putman Book Briefs 
Leading Entries for 
Industrial Ad Awards 


Cuicaco—Ten reports of suc- 
cessful campaigns by industrial ad- 
vertisers, briefed from entries for 
the Putman Award for 1948, are 
included in a new 48-page booklet, 
“How Industrial Advertising Meets 
the Demands of Top Management,” 
published by Putman Publishing 
Co. 

The entries selected for brief- 
ing include those of the award 
winner, R. G. Le Tourneau, Inc., 
Peoria; the runner-up, Towmotor 
Corp., Cleveland; and the plas- 
tics department, E. I. Du Pont de 
Nemours & Co., Arlington, N. J.; 
General Electric Co. apparatus 
department, Schenectady; Hercules 
Powder Co., Wilmington; Kold- 
Hold Mfg. Co., Lansing, Mich.; 
Plymouth Cordage Co., Plymouth, 
Mass.; Signode Steel Strapping Co., 
Chicago; U. S. Industrial Chemi- 
cals, Inc., New York, and Westing- 
house Electric Corp., Pittsburgh. 

Each report describes the format 
of the entry, outlines the company’s 
sales problem, the specific part 
of the job assigned to advertising, 
what was done in the campaign, 
and actual results which proved 
its success. The ten represented 
were selected by the awards ad- 
ministration committee of the Na- 
tional Industrial Advertisers As- 
sociation, which is cooperating 
with Putman in giving the annual 
awards. 

Copies of the booklet are being 
sent to alt NIAA members and are 
offered to other industrial admen 
by Putman, whose offices here are 
at 731 N. Michigan Ave. 


Williams Transferred to 
KRPO and Wallace to KPRO 


Broadcasting Corp. of America 
has promoted Richard Williams 
from sales manager of Station 
KPRO, Riverside, Cal., to manager 
of KRPO, new FM station in San 
Jose. KRPO is expected to be on 
the air in three months. Forrest 
Wallace, general manager of Worth 
Broadcasting Co., owner and op- 
erator of KWBC, Fort Worth, has 
been transferred to Riverside, 
where he will be manager of Sta- 
tions KPRO, KPOR, FM station, 
and KARO, new television sta- 
tion, owned by Broadcasting Corp. 
of America, whose principal owner 
is W. L. Gleeson, one of KWBC’s 
owners. 


Bright Light to Lindsay 


Lindsay Advertising Agency, 
New Haven, Conn., has been 
named to direct the advertising of 
Bright Light Reflector, Inc., 
Bridgeport, Conn., manufacturer 
of a line of fluorescent units for 
commercial and industrial use and 
incandescent units for commercial 
use. Trade publications will be 
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NOVEMBER SALES OF CHAIN STORES 


November ~% Gain -———1 1 months—---—.,% Gain 
1948 1947 or Loss 1948 1947 or Loss 
Food Chains 
 - 3 ia $ 12,680,524 $ 10,968,735 +-15.6 $ 127,417,090 $ 105,620,703 +20.6 
Kroger Co. .......+2. 66,146,018 61,262,764 +8.0 745,541,017 691,907,633 +8.0 
National Tea ....... 21,866,863 18,974,543 +-15.2 226,952,529 177,276,959 +28.0 
x cabné ce dak 82,533,748 84,716,957 —2.6 1,074,362,422 951,327,956 +-12.9 
Group aes $183,227,153 $175,922,999 +4.2 $2,174,273,058 $1,926,133,251 412.9 
Mail Order 
@Montgomery Ward.. 124,896,127 129,206,246 —3.3 1,090,672,344 1,017,858,531 4+-7.2 
*Sears, uck ....$225,851,910 $226,048,392 —0.1 $1,980,499,966 $1,688,220,001 +-17.3 
ST: sadeeueeds as 14,484,999 14,238,713 +1.7 118,874,028 111,322,949 6.8 
Group Total ...... $365,233,032 $369,493,351 —1.2 $3,190,046,338 $2,817,401,481 +-13.2 
Drug Chains 
0 ee $ 3,903,195 $ 3,798,671 42.8 $ 41,713,949 $ 40,935,082 41.9 
Sere 12,979,098 12,513,713 4+-3.7 146,551,922 137,151,568 +6.9 
Grand Total ...... $ 16,882,293 $ 16,312,394 +43.5 $ 188,265,871 $ 178,086,600 +5.7 
Variety and Miscellaneous 
*“Angerman Co. ....$ 867,111 $ 611,316 +41.8 $ 7,932,967 $ 5,829,265 +36.1 
Beck, A. S. Shoe 3,200,997 3,665,832 —12.7 37,286,853 38,786,456 —3.9 
Ne TNE. cece ese. 10,783,253 11,178,419 —3.5 123,399,612 106,510,944 +15.9 
Colonial Stores, Inc.. 16,221,472 16,038,978 -+-1.1 152,941,874 146,130,776 +4.6 
tDiana Stores Corp.. 1,551,100 1,318,400 +17.7 6,244,461 4,986,443 +25.2 
Edison Bros. ....... 5,677,769 5,740,560 —1.1 66,300,641 62,877,790 +-5.4 
Fishman, M. H...... 822,013 747,328 +-10.0 7,479,879 6,923,172 -+8.0 
Gamble-Skogmo, Inc. 12,175,902 12,744,167 —4.5 139,306,432 129,308,000 -+-7.7 
SE Wile Wks ve'v.e's 0 « 21,925,993 22,652,593 +3.2 194,590,092 189,917,199 +2.5 
*Green, H. L........ 9,192,524 8,862,583 +3.7 78,622,915 72,570,811 8.3 
I Th Tes cesaes 2,758,000 2,737,000 +0.8 28,388,000 26,036,000 To. 
“= 4 Saree 26,814,797 25,709,768 +4.3 238,468,024 224,638,890 +6.2 
| eas 14,819,383 13,933,197 4-6.4 137,459,488 130,428,488 -+5.4 
Lane Bryant, Inc.... 4,995,816 4,766,804 44.8 49,322,800 46,082,692 -+-7.0 
CT Secer sane ees 10,920,249 9,821,525 +11.2 100,593,624 4,895,262 +-18.5 
re 8,696,260 8,382,594 +3.7 80,615,907 74,763,695 7.8 
McLellan Stores .... 4,695,447 4,711,601 —0.3 41,898,788 38,158,145 +9.8 
@Mercantile Stores . 11,325,700 11,281,800 -+0.4 94,216,400 88,594,300 +6.3 
Murphy, G. C....... 12,144,181 10,921,500 +11.2 113,746,822 98,755,135 +-15.2 
Neisner Bros. ...... 5,377,734 5,210,047 +3.2 47,561,135 41,789,570 +-13.8 
Newberry, J. J...... 11,994,960 10,371,916 +-15.6 110,927,131 96,252,020 4.15.2 
PONE, Go Grecccces 88,802,933 83,325,196 +6.6 757,095,083 665,703,599 +-13.7 
Rose’s 5-10-25 ...... 1,632,539 1,525,345 -+7.0 13,889,183 12,783,510 +8.6 
Western Auto ...... 10,630,000 11,359,000 4 112,801,000 108,897,000 +3.6 
Woolworth, F. W.... 55,386,225 55,987,015 —1.0 518,245,691 491,683,464 +5.4 


Group Total 


ooeves $359,767,785 $350,091,930 


.o 


2.8 $3,135,650,003 $2,963,760,089 


' 
ao 


Combined Total 


. -$925,110,263 $911,820,674 


: 


+1.5 $8,688,235,270 $7,885,381,421 +10.2 


tFour weeks ended Nov. 6, 1948-47. ®Ten month period. tFour months. 


"Ma Perkins’ Looks 
Back on 15 Years 
of P&G Soapsuds 


New YorK—‘‘Ma Perkins”—Vir- 
ginia Payne gets no billing on the 
show and her name is never men- 
tioned in publicity—has been sell- 
ing for P&G for 15 years. 

Far from wearing out her wel- 
come with American housewives, 
“Ma” seems to have learned some 
new sales tricks with the passage 
of years. She outclassed all radio 
daytime competitors on the No- 
vember Hooper report, with 8,- 
000,000 listeners. This was her 
score on the CBS broadcast, heard 
daily at 1:15 p.m., EST. Nearly 
5,000,000 persons were tuned in 
for the 5 p. m., EST, live repeat 
of the same episodes over NBC. 

This popular soap opera heroine 
got her start on NBC. However, 
since 1938 she has been carried 
on Columbia, too. Procter & Gam- 
ble probably can’t be sure that 
some of “Ma’s” rabid fans don’t 
listen to both broadcasts, but the 
company obviously considers the 
purchase of time for “Rushville 
Center’s good neighbor” on two 
networks money well spent—a 
point on which Dancer-Fitzgerald- 
Sample agrees. 

Miss Payne has enacted the Per- 
kins role since it was created. On 
the air she is a widow with two 
daughters, a grandson and a bus- 
iness partner. As is the case in 
many daytime serials in which the 
star is a strong, upright woman 
capable of solving her own prob- 
lems and those of anyone else 
within reach, the writers got rid 
of the husband early in the story. 


a In real life Miss Payne, who 
is said to be a near counterpart 
to the character she portrays, is 
unmarried. Most of her associates 


on the program are members of 
the original cast. With the excep- 
tion of Rita Ascot, who has read 
the younger daughter’s lines for a 
mere nine years, the principals in 
the cast have been at their jobs 
15 years. Orin Tovrov has written 
the scripts for 11 years. 

To celebrate their 15th anniver- 
sary on the air, “Ma Perkins and 
her family” staged an old-fash- 
ioned party last week. 

Among the guests were actors 
and writers from 30 daytime seri- 
als. Lead players and members of 
their casts came garbed as they 
would be, were they working for 
television instead of radio. “Super- 
man,” of Mutual, for example, 
was easily recognized. “Young Dr. 
Malone,” a P&G representative, 
was dressed to operate. “Nora 
Drake,” who, like “Ma,” is heard 
on two networks, wore a Toni. 


Allied Automotive Names 
Zeder-Talbott Agency 

Allied Automotive Corp., De- 
troit, has named Zeder-Talbott, 
Inc., Hollywood and Detroit, to 
handle a campaign for Moth-King, 
a new aluminum, electric vaporizor 
used for the destruction of all 
fabric-eating pests. Magazines and 
newspapers will be used, starting 
April 1. 

Andrew B. Hinshaw, formerly on 
the merchandising staff of Life, has 
joined the agency. 


K&E Appoints Vladimir 

Kenyon & Eckhardt, New York, 
has completed an arrangement 
with Irwin Vladimir & Co., New 
York, under which Vladimir will 
cooperate in handling the export 
advertising of all divisions of John 
E. Stetson Co., Philadelphia. 


Virginia Metal to Ferguson 

Virginia Metal Products Corp., 
Orange, Va., has appointed Court- 
land D. Ferguson, Inc., Washing- 
ton, D. C., to handle its adver- 
tising. 


ALLEN-KLAPP CO. e 


34th in population, but--- 
13th in General Mdse. Sales 


Among all cities in the 100,000 to 250,000 popu- 
lation group, Fort Wayne ranks 34th in popula- 
tion but ranks 13th in General Merchandise Sales. 
(Sales Management) 


Home Coverage: 99% of Fort Wayne plus 48% of 
ABC Trading Area. Write for market map. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


NEW YORK---CHICAGO---DETROIT 
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Radio Sells Video 
Sets in Philadelphia 


PHILADELPHIA—Radio is proving 
itself an effective sales medium for 
television receivers now. At least 
that is true at Inquirer Station 
WFIL on John B. Kennedy’s popu- 
lar “Eye Witness News” program. 

The program, sponsored es an 
experiment by Raymond Rosen & 
Co., local RCA Victor distributor, 
and nine cooperative dealers, drew 
about 1,000 letters during Novem- 


ber as a result of a spot by Ken- 
nedy on each of his daily shows. 

Proof came through a contest in 
which John Kennedy asked his 
listeners to send in letters stating 
“Why I Plan to Buy a Television 
Set.” Each day over the air he 
awarded a record album to the best 
letter sent in two days before. 
At the end of the month, complet- 
ing the first four weeks of the ex- 
periment, a_letter-of-the-month 
was adjudged and the writer re- 
ceived a television receiver from 
Raymond Rosen & Co. 


E & B Brewing to Doner 

E & B Brewing Co., Detroit, has 
named W. B. Doner & Co., Detroit 
office, to handle its advertising. 
Newspaper, radio, transportation 
and outdoor advertising will be 
used. 


Names Guild Radio Features 


Guild Radio Features Ltd., Tor- 
onto, has been named Canadian 
sales representative of a new syn- 
dicated quiz feature, “Who’s Talk- 
ing,” produced by Hal Tate Radio 
Productions, Chicago. 


Moves Newark Branch Oftice | 


On Jan. 1, Lakeside Laboratories, | 
Inc., will move its Newark branch | 
to its own building at 84 Central | 
Ave., where headquarters for the 
sales office of the company’s east- 
ern division will be located. 


TruVal Appoints McCann 


TruVal Manufacturers, Inc., New 
York, maker of TruVal shirts, pa- 
jamas and sportswear, a division of 
Publix Shirt Corp., has placed its 
advertising with McCann-Erickson, 
New York. 


he Case Of The Hungry Indian 
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We're bragging. 


but did you know that in the 


PHILIPPINES... 


Che Manila Times 
The Sunday Times 


now have from... 


DOUBLE 1. 
TRIP LE to 


QUADRUPLE 


the net paid circulation 
of other dailies? 


It's a fact, 
and at a 
cost per 
thousand 


LESS than 
HALF THAT 
OF any other 


daily. 


OCTOBER AUDIT: 
% Daily 89,782 


It guarantees what the eye alone can never see. It’s white 


@ This rather pitiful fellow hunts all day but seldom 
hits anything. It seems his arrows got damp and warped 
a little. 

Many a printed sales message is missing its mark 
today Tee pretty much the same reason. 

Uncontrolled moisture causes printin sae to warp 
and curl spoiling close register and blunting sales 
effectiveness. 

Chillicothe Offset is the first paper stock ever sold 
with the “just-right” moisture content built in. Your 

rinter is untroubled by shrink, stretch, curl, or lint. It 
invites realistic reproduction without exacting a premium 
in printers’ skill. 

Another built-in feature of this fine stock is color 
printability. It supports every color without change. 


THE CHILLIC 


CuHietic 


for the press—bright for the press—right for the press. 


Maker of a distinctive line of fine papers for many uses, including 
such distinguished stocks as 


LOGAN AND ADENA OFFSET AND BOOK 
CHAMOIS TEXT ©* CHILLOTINTS 


GREETING CARD PAPETERIES 


—ask us about them 


HE PAPER CO. 


%& Sunday 109,696 


ASK US FOR OUR 
REPORT 


on the 


PHILIPPINE 
ECONOMIC 


PICTURE 


U. S. Representative: 


ALBERT CAPOTOSTO 
270 Park Avenue 
New York 17, N. Y. 
MU. 8-4777 


THE NATIONAL NEWSPAPER 
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Lever Merchandising 
Told by Schneller 
to Boston Adclub 


Boston—Merchandising that 
brings profit to the retail store was 
credited with a considerable share 
of the sales success of Lever 
Brothers Co. by its general mer- 
chandising manager, Frederic A. 
Schneller, before the Advertising 
Club of Boston. 

“We developed a policy center- 
ing our promotions, whenever pos- 
sible, around a retail theme which 
makes a store-wide activity where 
the dealer can include the items he 
wants to sell as well as our own,” 
Schneller said. 

He described the “Buy Two 
Sale” theme in which branded 
aluminumware was sold to cus- 
tomers at 3344% to 50% saving. 
“Retail selling themes, such as the 
‘Buy Two Sale,’ ” explained Mr. 
Schneller, “offer large-space ad- 
vertising inducements without cut- 
throat competition. The grocer runs 


if you 
advertise 
to business 


- te 


ge 


BECAUSE... 


Your copy is always timely 
in The Wall Street Journal 
..-With its 24-hour closing. 
Whatever your problem, it 
offers you all the flexibility 
only a newspaper’s big 
page size and high fre- 


quency make possible. 


THE WALL STREET JOURNAL 


Hichices 


The only National Business Daily 
44 Broad St., New York 4, N. Y. 


Young at Poydras St., Dallas, Texas 
415 Bush St., San Francisco 8, Calif. 


large-size advertisements on the 
offer—gives his customers a won- 
derful value as an inducement— 
features our products as the log- 
ical bellwethers for this selling 
event—and sells our soap at a 
profit in greater than normal 
quantities. We have found that this 
is one better way to sell soap at the 
retail level.” 

Mr. Schneller commented that 
for years a tie-in dealer adver- 
tisement consisted of a_ single 
thread-bare formula which pro- 
vided a grocer with a small mat 
and often led to using the adver- 
tisement as a loss leader. 

“Now,” he said, “grocers give us 
more than a quarter million dollars 
of their retail advertising space. 
Not in small, one and two-column 
price listings but in half pages, 
full pages and sometimes color 
rotogravure.” 

Mr. Schneller remarked that ad- 
vertising agencies often give mer- 
chandising very favorable treat- 
ment when in the process of solic- 
iting an account but when the ac- 
count is obtained, merchandising is 
often given less favorable treat- 
ment. He said Lever is assisted in 
its merchandising plans by all five 
of its advertising agencies; each 
agency has appointed a rnerchan- 
dising account man to cooperate 
with Lever. 


Carling Elected President 


of N. Y. Ad Association 

Philip Carling of Sheffield 
Farms Co., New York, has been 
elected president of the Association 
of Advertising Men, succeeding 
Vincent J. Assalone of American 
Can Co. 

Other officers are: Max Eisen, 
lst vice-president; Al Gross Jr., 
E. R. Squibb & Sons, 2nd vice-pres- 
ident; Michael Frontezak, New 
York Mirror, treasurer; John Hol- 
den, the Paper Center, Inc., assis- 
tant treasurer; Henry Hoke Jr., 
Reporter of Direct Mail Advertis- 
ing, secretary, and Herbert Ahrend, 
D. H. Ahrend Co., assistant sec- 
retary. 


Misley Joins Y&R 

Dedo Misley, formerly in the 
media department of McCann- 
Erickson, San Francisco, has 
joined the production department 
of Young & Rubicam, San Fran- 
cisco. 


Names Brisacher, Wheeler 

Brisacher, Wheeler & Staff, New 
York, has been retained to handle 
the advertising of Zausner Foods, 
Inc., manufacturer of cheese pro- 
ducts. 


MAILER—Mason Box Co., Attleboro Falls, Mass., has added this Cut-Master to its line 
of mailing boxes. It is available in several sizes, all type high, is lined with double 
wall corrugated, and requires no paper wrapping, tape or tying. 
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Magazines Pledge $71,000 
Ad Space to BNF Campaign 


More than $71,000 worth of space 
has been contributed by 35 maga- 
zines to the Brand Names Founda- 
tion since mid-September. At that 
time the"BNF presented a series of 
ads to magazine publishers for 
their use in calling attention to the 
brand advertising carried in their 
publications. 

Newsweek started the ball roll- 
ing with a full-page ad in its Dec. 
6 issue and Life followed with 
a page ad in its Dec. 13 issue. 


Two Appoint Brown Agency 


Arthur F. Brown Associates, 
Boston, has been appointed to 
handle the advertising of Fred V. 
Fowler Co. and Stanton Supply Co., 
Boston. Trade publications, news- 
papers, magazines and direct mail 
will be used by Fowler to promote 
its wax applicators, lambs wool 
polishing mittens, sponges and new 
Teddy Kit for sanding, polishing 
and grinding. Stanton, manufac- 
turers’ representative in the hard- 
ware field, will use business papers 
and direct mail. 


Resistoflex Names Rickard 
Resistoflex Corp., Belleville, N. 
J., manufacturer of resistant hose 
and hose assemblies for industrial 
and automotive uses and flexible 
plastic parts, has placed its ad- 
vertising with Rickard & Co., New 


York. 


Donnelley Completes 
‘Perfect’ Chicago List 


Cuicaco—Reuben H. Donnelley 
Corp. is completing a $50,000 can- 
vass here to build a completely ac- 
curate mailing list of every perma- 
nent family dwelling in Chicago. 

A. M. Anderson, Chicago man- 
ager of the Donnelley direct mail 
division, said the list will for the 
first time permit mailings, without 
duplication or omission, to the en- 
tire Chicago permanent popula- 
tion. “Chicago—like New York— 
is unusual in that voters’ lists and 
other sources of information here 
have never permitted the accurate 
listing of dwellings possible in 
other large cities,” he said. 

Donnelley last spring completed 
a similar list in New York at a 
cost of $100,000. 


Chrysler Names Huse 

John O. Huse, formerly on the 
staff of H. L. Weckler, vice-presi- 
dent and general manager of 
Chrysler Corp., has been named 
sales manager of Chrysler Motors 
Parts Corp., Detroit. 


Federated Names Segal 


Eugene Segal has been ap- 
pointed public relations director of 
Federated Department Stores, Cin- 


cinnati. 


British Ad Bill 
Hits $10,732,000; 
35 Drives Included 


Lonpon—The British govern- 
ment’s advertising bill for 1947-48 
amounted to $10,732,000, according 
to the annual report of the Central 
Office of Information, which has 
taken over the work of the dis- 
banded Ministry of Information. 

For the year ending March 31, 
1948, the British office spent $3,- 
774,864 on newspaper and maga- 
zine advertising; $2,875,924 for out- 
door; $2,758,156 on films; $608,504 
for publications, and $268,604 for 
photographs. The funds covered 35 
separate advertising campaigns, in 
which 32 agencies cooperated. The 
activities included the launching of 
a deluxe Coal Board monthly, 
“Coal”; the publication of maga- 
zines in 16 languages with a total 
print order of 1,700,000; the dis- 
tribution of 2,500,000 newspapers 
and 3,250,000 periodicals, and the 
production of 145 reels of film. 

Major advertising campaigns 
were conducted for Navy, Army 
and Air Force recruitment, and re- 
cruitment of women for the Army 
and Air Force. 

Although the Ministry of Labor 
has the power of “directing” people 
to jobs of national importance, it 
invested $60,000 in advertising 
government positions. 


‘Sunset’ Names McGrew 


Circulation Manager 

William B. McGrew, formerly 
circulation manager of Better 
Homes & Gardens, has been ap- 
pointed circula- 
tion manager of 
Sunset, published 
by Lane. Pub- 
lishing Co., San 
Francisco. He 
succeeds Norman 
D. Gray, who has 
been named man- 
ager of the book 
division of Lane 
Publishing. 

L. W. Lane Jr., 
sales manager of 
the book division, 
has been made assistant eastern 
advertising manager, and Melvin 
B. Lane, business manager of the 
book division, has been named 
manager of the production and 
purchasing department. Harold E. 
Mathis, formerly assistant adver- 
tising manager of Better Homes & 
Gardens, has been appointed ad- 
wens service manager of Sun- 
set. 


William McGrew 


O representative of any CHICAGO Newspaper 


can sincerely claim that his newspaper 


can give you adequate family circulation penetration 
or effective trade influence in the Gary Trading Area 


The GARY POST-TRIBUNE 


Gary’s only newspaper 


is home delivered, six evenings a week, to more than 95% of the families in the 
city zone, and to an average of better than 80% of all families in the entire 
Gary Trading Area. 


This is more than double the effective family coverage of all Chicago daily 
newspapers combined in this area. 


In this market no other medium even approaches the family circulation pene- 


tration or advertising effectiveness of The GARY POST TRIBUNE. 


ANY QUESTIONS? 


National Advertising Representatives: Burke, Kuipers & Mahoney, Inc. 
NEW YORK * CHICAGO * ATLANTA ¢ OKLAHOMA CITY * DALLAS 
SAN FRANCISCO * LOS ANGELES 


For best results ADVERTISE ADEQUATELY in newspapers 
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Then Came New Year's 


‘Twas the week before 
Christmas 

When all thru the trade, 

Not a creature was stirring 

To earn what he’s paid. 

The sales reps were resting, 

The contracts were in 

Or at least were reported 

At what should have been. 

When out on the desk top 

We heard such a clatter, 

We jumped from our swivels 

To see what was the matter 

When to our surprise 

We learned with chagrin 

Our Ad Director in person 

Was on his way in. 

We rushed to the windows 

The transom and door— 

All available exits 

Were needed and more. 

The Spirit of Christmas 

Was drowned by the feet 

Of Beaverish salesmen 

Out to the Street. 

The day’s end we dreaded 

When back to the boss 

We knew we were cornered 

For the year’s linage loss. 

But worry yet not 

For his words were of praise 

With a Merry Christmas to 

all 

And to all a big raise. 
HAYDEN B. WINGATE 
Dell Publishing Co. 
Chicago. 


(You, too, like Mr. Win- 
gate, can be a poet. Just send 
your contribution to AA’s 
Poet’s Corner. Our busy Edi- 
tor, though too pressed to 
acknowledge your poems, 
will give his utmost in judg- 
ing the merits of your verse.) 


cleat es a 


alate. 


Schenley Changes 


Name; Jacobi Quits 


New YorK—Schenley Distillers 
Corp. stockholders voted at their 
annual meeting to change the com- 
pany’s name to Schenley Indus- 
tries. They changed its name be- 
cause it now produces farm feed 
supplements, cooperage and peni- 
cillin as well as beverages. 

Lewis S. Rosenstiel, chairman, 
was also elected president, suc- 
ceeding Lester E. Jacobi, president 
for the ‘past ten years. Mr. Jacobi 
is retiring, but will continue as a 
director and member of the ex- 
ecutive and finance committees. 
His brother, Harold, was presiden. 
of Schenley from 1933 until his 


“death in’ 1939. 


Carl Byoir, chairman of Jarl 
Byoir & Associates, Schenley’s pub- 
lic relations counsel, was elected a 
director, John L. Leban, formerly a 
vice-president and director, has 
been elected president of Schenley 
Distillers, subsidiary of Schenley 
Industries. 


Wonder Walkers to Malone 


Wonder Walkers Co., Akron, 
manufacturer of a new foam rub- 
ber inner sole, has placed its ad- 
vertising with Norman Malone & 
Associates, Akron. The initial cam- 
paign via consumer and trade pub- 
lications and direct mail, will be 
built around a_= sports. theme. 
Wonder Walkers, invented by Dr. 
Harrison J. Weaver, trainer for the 
St. Louis Cardinals, will be dis- 
tributed through retail shoe out- 
lets, shoe repair men and sporting 
goods dealers. 


Names Foreign Advertising 

L. C. Smith & Corona Type- 
writers, Inc., New York, has ap- 
pointed Foreign Advertising & 
Service Bureau, New York, to 
handle its international adver- 
tising. . 


Rimmel Names Dunay & Rader 
Rimmel, Inc., New York, dis- 


tributor of Rimmel French mas- 
cara, has appointed Dunay & Rader, 
New York, to handle its advertis- 
ing. 


Election Polls Cost 
Marketing Research 
Zero, Nielsen Finds 


Cuicaco—That business still feels 
confident about marketing re- 
search, despite the debacle of elec- 
tion polls, is demonstrated by a 
record-breaking amount of busi- 
ness placed for the Nielsen indexes 
since Nov. 2, A. C. Nielsen Co. has 
reported. 

In the month following election 
day, 43 new contracts were re- 
ceived by Nielsen representing an 
aggregate volume of $1,212,180— 
more than the research firm re- 
ceived in any other month in its 
25-year history, according to Tom 
Robb, manager of public relations. 
The contracts range from a few 
thousand dollars to more than 
$100,000, and most are for two or 
more years. 

Latest advertisers and agencies 
signing for the services are: Col- 


gate-Palmolive-Peet Co.; Toni, 


Inc.; Armour & Co.; Hall Brothers; 
Carter Products; Pedlar & Ryan; 
Cc. J. La Roche & Co.; Biow Co.; 
and Ward Wheelock Co. Earlier 
contracts were signed with Lever 
Brothers Co., Campbell Soup Co., 
Quaker Oats Co., Kellogg Co., 
Miles Laboratories, Armour & Co. 
and others. 


Federal Names Two Agencies 

Federal Seat Corp., Long Island 
City, N. Y., manufacturer of plas- 
tic toilet seats, has named Thomas 
& Delehanty, Inc., New York, to 
place a special series of publica- 
tion ads announcing Federal’s 
newest deluxe seat. Harold Mar- 
shall Advertising Co., New York, 
has been retained as merchandising 
counsel for Federal. 


Cory Appoints Bob Wilson 

Bob Wilson & Associates, Chi- 
cago, has been appointed premium 
sales consultant for the products 
of Cory Corp., Chicago, manufac- 
turer of Cory coffee brewers and 
knife sharpeners and Fresh’nd- 
Aire electric air circulators and 
room conditioners. 


Publishes Grower News 


Goodfruit Grower, fortnightly 
publication founded by F. W. 
Shields of Yakima, Wash., and for 
the past year the official organ of 
the Washington State Fruit Com- 
mission, has been taken over by 
the commission. Fred H. West- 
berg, secretary-manager, becomes 
editor of the publication. Good- 
fruit Grower is circulated prima- 
rily in Washington state. 


Bank of America Uses Video 


The Bank of America, San Fran- 
cisco, has signed for a 10-minute 
television: program weekly on Sta- 
tion KFI-TV, Los Angeles. It will 
be a film program featuring Sam 
Hayes, news commentator, in a 
family quiz format. The contract 
is for 13 weeks. Charles R. Stuart 
Advertising, San Francisco, is the 
agency. 


Raymer Appoints Gale 


Jack Gale has been appointed 
manager of the Hollywood office of 
Paul H. Raymer Co., radio station 
representative. He succeeds Les 
Fox, who has resigned. 


Sales Executives Elect 
Doscher President 


Fen K. Doscher, vice-president 
in charge of sales of Lily-Tulip 
Cup Corp., New York, has been 
elected president of the Sales Exec- 
utives Club of New York, suc- 
ceeding Eugene S. Thomas of Bam- 
berger Broadcasting Service. Mr. 
Thomas resigned as club president 
on becoming manager of WOIC, 
Washington, D. C., new Mutual 
television outlet. 
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JAMES D. 
WOOLF 


Idea Consultant 


Write or wire for confiden- 
tial interview either at your 
offices or at mine in Santa 
Fe, N. M. 
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This cake 
never fails 


MY VY 


directions on box! 


NNSA 


"RY THESE OTHER 
CUFFS MIKES 
Too! 


skeptical new users. See 


iy} ff, 
: sce cameme an ames / 


\ NEVER FAILS! 


a snowflake...here’s the per- 
fect quick-easy white cake! 


MAKE delicious cookies, cup- 
cakes, even yellow cake with 
this same Duff’s Mix. Easy 


HOT ROLL MIX 
DEVIL'S FOOD MIX WAFFLE MIX 


HOT MUFFIN MIX GINGERBREAD MIX aay 


ropucts or American Home Foops 


THE HIGH FIDELITY PLASTIC PLATES 


Pruly jy yu 
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SN 
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SPICE CAKE MIX 


DUFF’S TELLS MILLIONS of newspaper readers about their white 
cake mix that never fails—and Duff’s ads never fail to make the cake 
look a success. For like hundreds of other leading advertisers, Duff's 
has learned that Reilly pLasticryPes, the “high fidelity” plastic plates, 
assure cleaner, sharper reproduction—on even the most difficult news- 
paper reproduction problem. 


Tear sheets tell the truth. The cleaner, more uniform reproduction 
obtained with Reilly PLASTICTYPES is a matter of simple record. In 
the more than six years that we’ve been making Reilly pLasticrypes, 
literally tens of thousands of tear sheets from thousands of papers 
have proved the superiority of Reilly pLasticryPEs, even to the most 


for yourself —mail the coupon now. 


REILLY 
PLASTICTYPE 


gl 


REILLY ELECTROTYPE 
305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 
CHICAGO «+ DETROIT - INDIANAPOLIS - SAN FRANCISCO - LOS ANGELES 
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Reilly Plastictypes 


COMPANY 


(and never fails 
to look it!) 


sheets tell the truth. T 
he truth. Tear-s 
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Prear-sheets fell the frahrear-s ects 
tell the truth. Tear-sheets tell the/tell the truth 
truth. Tear-sheets tell the truth. Tear- 


TEAR-SHEETS 
tell the truth 
Reilly Electrotype Company 
305 East 45th Street 

New York 17, N. Y. 


Mail me a sample Plastictype, and 


tear-sheets. 


ost 


Tear-sheets tc! 


truth, Tear-she 
tell the 


Have a representative call to give 
me full details. 
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54 
Splits Ottset Department 


The offset sales department of 
American Type Founders Sales 
Corp., Elizabeth, N. J., which has 
been headed by Kenneth R. Bur- 
chard, has been divided into two 
departments, photomechanical 
sales and offset press sales. De- 
Witt G. Manley, formerly assistant 
to Mr. Burchard, will be manager 
of the new offset press sales de- 
partment, and Mr. Burchard will 
be manager of the photomechani- 
cal sales department. 


-ec IN PER CAPITA 
FOOD SALES 


When the Asheville Housewife 
goes to market she piles her 
basket high with advertised 
food brands . . . and feeds her 
family so well that ASHE- 
although sixth in pop- 
ulation is FIRST in per capita 
food sales in North Carolina. 
Food sales in the rich 20- 
county ASHEVILLE MARKET 
increased 48% in 1947* . . . to- 
taling $55,863,000 for the area. 


The only way to reach this 
RICH market is thru the Ashe- 
ville Citizen and Times... 
with an ABC of 51,115. 


For route lists, trade informa- 
tion, surveys and market data, 
write, wire, or call. 


The KATZ Agency 
National Representatives 


*SM estimate—1947 


—— 


THE ASHEVILLE 


»Morning 


Halo Glorifies 
Sales Position 
as Well as Hair 


New YorK—The morning radio 
show slowed for a minute, and the 
sound man let the needle drop on a 
transcription. It tore into the mi- 
crophone with a burst of enthus- 
iasm: 

“Halo, everybody, Halo 
Halo is the shampoo that 
Glorifies your hair...” 

Many an adman, bolting his 
coffee so he could catch the 8:13, 
had wondered how Colgate-Palm- 
olive-Peet’s singing spots and sharp 
copy, “Soaping dulls the hair, Halo 
glorifies it,” paid out. 

Last week AA, from a usually 
reliable source, discovered that it 
pays out handsomely. Halo is now 
believed to hold more than 25% 
of the liquid shampoo drug store 
sales market—a market generally 
estimated at $41,500,000 at retail 
prices. 

Behind Halo come Drene, with 
about one-seventh of the market, 
and Fitch with about a tenth. Conti 
and Kreml follow, sharing about 
10%. 

It wasn’t always this way. 

About three and a half years 
ago, Halo was third in the field. 
It had less than 7%, Drene was on 
top with almost a quarter of the 
market, Fitch was at about its 
present level. Halo began to move 
up on Drene, with its sales rising 
as Drene decreased. In the fall of 
1946 they drew even, and Halo 
went ahead in 1947. During 1948 
their sales have been relatively 
stabilized. Halo is usually more 
than 50% over Drene, which is 
50% higher than Fitch. 

In syndicate stores, Halo does 
relatively better, approaching 50% 
of the total consumer volume, 
while Drene has 25-30%, and 
Fitch moves at about the same 
rate as in drug Stores. 

Sherman & Marquette is C-P-P’s 
agency on Halo. 


Beacon Appoints Swanson 


Beacon Lead & Color Works, Inc., 
New York, maker of paints, var- 
nishes and enamels, has appointed 
Harold Swanson Associates, New 
York, to handle its advertising. 


Compton Appoints Lewis 


Virginia Lewis has been ap- 
pointed director of public relations 
of Estelle Compton National 
Models’ Institute, Inc., Chicago. 
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Gaithom 


400 North Rush Street 


Ghithorn FOR AD-SETTING 
GYeithorn FOR ENGRAVING 
Vosthores FOR PRINTING 


¢ CHICAGO 11 « ILL. 
Telephone WHitehall 4-2300 - 


Corporation 
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Gaasents tae Star Weekly ......... 67.0 63,610 76.8 72,982 
Companion ........ 16.3 51,874 69.2 47,076 Total Group ........ 222.5 219,161 228.8 ~ 226,083 
Total Group ........ 1,781.1 900,764 2,048.8 1,035,892 *November linage. tFour issues 1948; five issues 1947. 


Keystone Broadcasting System 
Adds 27 Affiliated Stations 


Keystone Broadcasting System 
has added 27 affiliated stations— 
which brings the total number of 
Keystone outlets to 372. 

The new additions are: KFRB, 
Fairbanks, Alaska; KIBH, Seward, 
Alaska; KBLF, Red Bluff, Cal.; 
KUBA, Yuba City, Cal.; KUCB, 
Montrose, Colo.; KVRH, Salida, 
Colo.; WCNU, Crestview, Fila.; 
KEIO, Pocatello, Ida.; KLIX, Twin 


Falls, Ida.; WTCJ, Tell City, Ia.; 
WHIR, Danville, Ky.; KPDR, Alex- 
andria, La.; WNAG, Grenada, Miss.; 
KSGI, St. Genevieve, Mo.; KSVP, 
Artesia, N. M.; WMAP, Monroe, 


N. C.; WSTS, Southern Pines, N. C.; 
KWRO, Coquille, Ore.; KASH, 
Eugene, Ore.; KOCO, Salem, Ore.; 
KFGN, Gaffney, S. C.; WIBK, 
Knoxville; WGAP, Maryville, 
Tenn.; KELP, El Paso, Tex.; 
KGAF, Gainesville, Tex.; KOPP, 
ee Utah, and WVEC, Hamp- 
on, Va. 


Grote Appoints Horst 

G. H. Horst, formerly in the 
production control, planning and 
sales departments of the Crosley 
division of Avco Mfg. Corp., has 


been named sales manager of the 
cabinet division of Grote Mfg. Co., 
Bellevue, Ky. 


Jones & Cotton to Merge 


Fred R. Jones and Willard R. 
Cotton, Chicago publishers’ rep- 
resentatives, will join forces Jan. 1 
as Jones & Cotton. Offices will be 
located at 228 N. LaSalle St. Mr. 
Jones has specialized in export 
publications, while Mr. Cotton has 
handled industrial publications. 


CBS Appoints Paul Moss 


CBS, which recently turned 
sports promoter as a partner in the 
Tournament of Champions, New 
York, has named Paul Moss as its 
boxing consultant and producer. A 
well-known sports authority, he 
is a former prize manager, 
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Harr Will Head 
New Newspaper 
in Philadelphia 


PHILADELPHIA—Mysterious ne- 
gotiations concerning a new news- 
paper in Philadelphia finally broke 
out into the open late on Dec. 10. 

Luther Harr, former city treas- 
urer and treasurer of the old Re- 
cord Co., announced that he and a 
group of men have been “in nego- 
tiation with the Evening Bulletin 
for the purchase of some of the as- 
sets of the Record. 

“We are close to settlement,” Mr. 
Harr said, adding that the new pa- 
per is being planned as a six-day 
tabloid. The Record suspended 
publication nearly two years ago. 
The Bulletin purchased the assets 
at that time and followed with a 
Sunday Bulletin to compete with 
the Sunday Inquirer. 

“It is not our intention to change 
the world,” Mr. Harr said, “but to 
put out a paper.” He indicated it 
would be a morning paper, and 
added that the group he was re- 
ferring to “will have enough money 
to do a good job.” 


s Reports are that Mr. Harr will 
be publisher, and Harry Saylor, 
former Record editor, will edit the 
new paper. Opening dates tenta- 
tively mentioned are either Jan. 10 
or 15. Mr. Harr admitted that date 
of publication is indefinite, but that 
it will not be before the first of 
the year. 

Only two other names were 
mentioned by Mr. Harr in con- 
nection with the new paper. One 
was Matthew H. McCloskey Jr., 
contractor and Democratic politi- 
cal leader. The other was Albert 
M. Greenfield, who is understood 
to be broker in the negotiations, 
and who Mr. Harr admitted would 
have the interest of a “big adver- 
tiser” in the new venture. Obvi- 
ously the “advertiser” referred to 
is Lit Brothers department store, 
of which Mr. Greenfield is chair- 
man of the board. 

Attorney Isidore Ostroff is coun- 
sel for the group, which is com- 
posed chiefly of Democratic sup- 
porters. Philadelphia has been 
without a Democratic newspaper 
since the Record’s demise. 

When apprised of the plans, 
Walter H. Annenberg, publisher of 
the Inquirer, said: “If Luther 
wants to get into business, I would 
be glad to help back him in a 
wet-wash laundry.” 


Paid Actors Help to 
Boost Store Traffic 


in Buffalo Inaugural 


BurFra.o, N. Y. —Animated Win- 
dow Displays, Inc., which is help- 
ing the Hens & Kelly department 
store build holiday traffic with a 
troupe of professional actors in its 
display windows, plans to extend 
the service on a nationwide basis 
as soon as practicable. 

Frank Abbate, president of the 
newly organized company, said the 
initial experiment at Hens & Kelly 
has been an “outstanding success” 
and predicted that this method of 
retail promotion will spread 
throughout the country. He added 
that he has received several in- 
quiries from interested retailers in 
various sections of the country. 

Animated Displays hires pro- 
fessional actors for each job in a 
particular store, provides them 
with scripts, costumes, props and 
everything else needed for the 
shows. Loud speakers carry the 
sound of the actors’ voices to the 
street audience. When the show is 
over, the actors.motion to onlook- 
ers to come inside for another per- 
formance, and hold up signs which 
direct street traffic to various. de- 


partments where the public can see 
the show characters perform again. 

Theme of Hens & Kelly’s pro- 
motion is “Adventures with Santa,” 


|and the cast presents 18 different 


acts in the store window. Up until 
Christmas, the cast will give two 
shows daily on regular shopping 
days, or three and four shows on 
longer shopping days. The actors 
are dressed as Santa’s helpers, 
animals, mechanical men, etc., and, 
says Hens & Kelly, parents have 
been bringing the kids downtown 
in droves to see the shows. 


Five Star Appoints Lavin 


Five Star Mfg. Co., Grand Forks, 
N. D., manufacturer of the Free- 
man Headbolt heater for auto- 
mobiles, has placed its advertising 
with Barney Lavin, Inc., Fargo, 
N. D. Spot announcements and 
business papers will be used. 


WIBG Appoints Orr Agency 


W. Wallace Orr, Inc., New York 
and Philadelphia, has been named 
advertising counsel for Station 
WIBG, Philadelphia. Twenty-four 
sheet posters and dash cards will 
be used. 


Continental Ad Push 
Features New Planes 


DeNveR—A series of 100-line 
teaser ads in newspapers in on-line 
cities has opened Continental Air 
Lines’ latest promotion launching 
its new 300-mile-an-hour Convair- 
liners. 

Featuring such heads as “Luxury 
in the air at no extra fare,” the 
small-space copy preceded the 
basic 1,800-line ads, which carried 
eye-catching illustrations of the 
new plane and the head, “Convair 
liners in service Dec. 15.” 

The insertion played up safety, 
speed and comfort features of the 
new planes and contained a direct 
appeal in a local drop-in box ask- 
ing Continental customers to make 
holiday reservations immediately. 

A five-column ad in the same 
list of papers (Denver Post and 
Rocky Mountain News, Wichita 
Beacon and Eagle, Oklahoma City 
Oklahoman and Times, Tulsa 
World and Tribune, Kansas City 
Star and Times, and the News- 
Herald, Hutchinson, Kan.) on Dec. 


15 carried localized schedules. 

Radio announcements, painted 
bulletins, office displays and post- 
ers are being used in the campaign 
which is handled by Galen E. 
Broyles Co. 


Gets Beauty Salon Account 


Lane Advertising Agency, New 
York, has been named to direct the 
advertising of Diane Beauty Salon. 
Radio, newspapers and direct mail 
will be used to promote the new 
“5 in 1” hair shaping style. 


Wickman Joins Parents’ 


Joel Wickman, former editor of 
the “Esquire Merchandiser” on Es- 
quire’s promotion staff, has joined 
the advertising promotion staff of 
Parents’ Institute, New York. 


Globe Airs Loyola Games 

Globe Brewing Co., Baltimore, is 
sponsoring Loyola College basket- 
ball games over WAAM-TV, Bal- 
timore. Time for Arrow beer is 
bought through Joseph Katz Co. 


Huxley Moves Offices 

Huxley Envelope & Paper Corp. 
has moved to enlarged quarters at 
295 Lafayette St., New York. 
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THE LETTER SHOP, Inc. 


421 S. Dearborn St., Chicago 5.1 linois 
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Is the boss picayune 
about proofs...? 


_ jad 


medium .. 


section to the same ad in any other . . . was little 
more than coincidental! 


Now Intaglio processes original copy, supplies 


positives that reproduce right in any gravure . 
. provides advance proofs which 


show what the published version will look like, 


can be corrected, revised, serve as specification 
and color guide to the printer. 


Not only proofs for the boss, but pre-prints 


in quantity in advance of publication are also 


When the new purple package appears as 
old lavender (without lace) in the first gravure 
advertisement, he is irked?... Little livid if 
the linoleum pattern looks like lentil soup?... 
Turns apoplectic as the tear sheets come in? 


Peace, it’s wonderful: 


What we mean is you should call in quick 


INTAGLIO ( pronounced as you please ) SERVICE 
(pronounced darn near perfect )CORPORATION 


(chartered in the State of New York). _ 
Once the resemblance of the gravure ad to 
the original copy ...or an ad in one gravure 


available—and at lower costs on Intaglio’s new 
multiple proving press, only one of its kind... 
Gravure negatives can be used to make superior 
Letterpress process plates, at a considerable 
saving of time and money. 

Because Intaglio’s three plants, New York, 
Chicago and Detroit process more gravure copy 
—advertising and editorial, color and monotone 
—than any other organization ... work day and 
night... you can count on fast service, and 
catching earlier closing dates. 

For the best in gravure... and proofs for 
previously-burned bosses . . . call Intaglio first! 


Intaglio 


SERVICE CORPORATION 


America’s First Gravure & Letterpress Servicers 
NEW YORK: 305 E. 46th St. * CHICAGO: 731 Plymouth Ct. *e PHILADELPHIA: Land Title Bldg. 


DETROIT: Intaglio-Cadillac Incorporated, 4240 Fourteenth Ave. 
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Donnelly Appoints Zuber 
to Executive Staff 


Eugene M. Zuber, former vice-| 
president and director of outdoor | 


advertising of the Campbell-Ewald 
Co., Detroit, has ~ 
joined the head- 
quarters execu- 
tive staff of John 
Donnelly & Sons, 
Boston. 

Prior to his as- 
sociation with 
Campbell-Ewald, 
Mr. Zuber was 
vice-president 
and manager of 


the National Out- - o 
door Advertising ¢ Zuber 
Bureau in Chi- = TF 


cago and with Schenley Distillers 
as coordinator of outdoor and 
transportation advertising. 


Names Seidenbaum Agency 
Consolidated Wire Products Co., 
New York, has appointed William 
G. Seidenbaum & Co., New York, 
to handle advertising for Mercury 
staplers and tacking devices. 


Evening 
Independent 


Families 


SPEND 


An Average of 


$1,414,523 
A Week in Retail Stores 
This is 
$241,675 MORE 


each week than the same number of 
average Florida families spend in 
retail stores. 


DURING THE WINTER MONTHS 
of the Visitors’ Season, when The 
Independent’s families will reach 
about 34,000, this weekly retail figure 
should jump to $2,318,788. 


The Evening Independent 


The Sunshine Newspaper 


ST. PETERSBURG, FLORIDA 


Represented Nationally by 


DeLISSER, INC. 
Philadelphia 
Atlanta 


New York 
Chicago 


lacsening demand fer healing young men and women who have been trained 


to draw trade by modern advertising. 


Actual, practical ad writing is the only kind of 
instruction that creates skilled advertising men and 
women. 

Therefore the only real school is the school of ex- 
perience, and this experience is amply supplied by the 
Powell System of Correspondence Instruction. 

This explains why Powell students are. able te 
double and quadruple their incomes in so short a time. 

1906 promises to far surpass any two previous years 
combined as regards the demand for advertising writers 
and managers—and particularly for Powell graduates 
in preference to others trained on the mere theory plan. 

This increasing demand is due to the marvelous 
prosperity of commercial America, and to the constant 
conversion of old style advertisers to modern methods. 

The other day a Georgia company was willing to 
pay one of my students a good salary and a commis- 
sion on every dollar of increased business. Another 
advertiser made an offer that should similarly pay a 
former student $10,000 a year, or possibly more. 

Whil> salaries ordinarily range from $1,200.00 to 
$6,000.00 a year, yet it may be of interest to state that 
the skilled advertising expert can look far beyond this. 
Several give their services on the percentage basis and 
earn as high as $20,000.00 a year and over, 

The field is absolutely limitless, and the rewards 
for trained advertising brains were never before so 
princely. 

Not only is the ad writer wanted in the preparation 
of up-to-date publication ads, but millions of dollars’ 
worth of miscellaneous matter in shape of booklets and 
other business literature await his attention. 

Mr. L. H. Potter who became advertising manager 
of the Union, the largest clothiers of Columbus, O., 
on completing the Powell system, made such a remark- 
able showing that his father saw the advisability of 


Salaries and incomes $1,200.00 up. 


Another large Columbus house asked Mr. Potter to 
have me send him a Powell graduate with similar skill. 


One Powell success helps others, and it is now a well known 
fac: that my own advertising, plus my students’ efforts, are doing 
wonders in awakening advertisers all over the country to the im- 
portance of better service. Leading publishers, too, cordially 
praise me in this respect. 

If more ambitious clerks, salesmen, and subordinate workers 
would become skilled ad writers, their dissatisfaction with life 
would . Lack of p ion for greater things is the 
fatal check on thousands of careers. A large company recently 
advertised in several cities for a skilled ad writer, and out of 
nearly a hundred replies received, only two had ever prepared a 
sin zle ad—and not ten per cent knew how to write a suitable letter. 
No wonder that the demand for trained brains multiplies. 

I seek the enrollment of brainy young men and women only, 
and shall be giad to mail them for study my two free books—my 
elegant new Prospectus and ‘Net Results,” laying bare the situa- 
tion. Simply address me, 


GEORGE H. POWELL, 


1672 Temple Court NEW YORK. 


FROM BOOKKEEPING TO ADVERTISING MANAGER. 
Robert Muller, $06 Grand Ave., Brooklyn, N. ¥., weary of deci- 
mal! drudgery investi genes | bes reat possibilities of the advertising 
Geta, and then nent authority as to the best teacher. 
This resulted in his becoming a 
Powell student. He writes: 
“Unsolicited I send you my photo 
to emphasize my appreciation of 
your valuable assistance. The 
Powell System of Advertising In- 
struction stands alone and it ad- 
vanced me-to my present position. 
I have reviewed several other 
courses, not one of which can be 
compared to yours. After com- 
pleting the Powel! System you se- 
cured me a place with one of the 
largest advertising agencies in 
America; later I resigned and 
became advertising manager of 
f this concern, and my thorough 
f training led to my appointment, 
although many others, not your 
gtadustes, were applicants, I 
gladly recommend the Powell 
System as the only one in exist- 
actic: 


ROBT. ‘MULLER, 


purchasing the great business, a deal just 


ence that really teaches pr 
advertising.” 


Adv. Mer. 
dt Bros, & Co., New York 


OPPORTUNITY UNLIMITED—AI Michaelian sent AA this interesting ad from a 1906 

issue of McClure’s Magazine, emphasizing the remarkable opportunities for trained 

advertising writers, and the advantages of the mail order course in advertising given 
by George H. Powell of 1672 Temple Court, New York. 


Appoints Eggers-Rankin 


Metal Goods Corp., St. Louis, 
has named Eggers-Rankin Adver- 
tising Service, St. Louis, to handle 
its advertising. Business papers, in- 
dustrial publications and news- 
papers will be used. Metal Goods 
distributes specialty metals, fit- 
tings and supplies to metal fabri- 
cators and to petroleum refineries. 


DC&S Advances Bowles 


D. Peter Bowles, with Doherty, 
Clifford & Shenfield, New York, 
since its formation in 1944, has 
been appointed director of radio 
and television copy. Previously he 
was with William Esty Co., and 
Benton & Bowles, New York. 


ZA{_‘WAY OUT HERE / 


DAT RADIO DEM 
SOLDIERS LEFT 
SHO DO BRING KFYR 
IN LOUD AN’ CLEAR 


aS 


KFYR’s 


coverage |S terrific -- but that’s only 


part of our sales-making impact. KFYR is the 
Number One station .. . in the Number One 
agricultural state in the union. North Dakota 
leads ALL other states in increase in per capita 
income since 1940 ...a juicy 356% as against 
the national average of 130%. 


FYR 


Bismarck, N 


550 KC 5000 WATTS 
NBC AFFILIATE 
REP. JOHN BLAIR 


orth Dakota 


Bendix Distributor 
Offers Free Plane 
Ride with TV Set 


TeTERBORO, N. J.—A free airplane 
ride for three with every Bendix 
television or radio receiver. 

That’s the holiday offer of Atlan- 
tic Aviation Corp., Bendix televi- 
sion and radio distributor for this 
area. The offer is good during De- 
cember and January. 

Purchasers of radio and tele- 
vision sets will be flown over New 
York. Those who wish to do so may 
take two friends along. 

There is a possibility the free 
riders may enjoy television as they 
travel. Sydney Nesbitt, president 
of the company, hopes to install a 
TV set in a twin Beechcraft execu- 
tive transport plane soon. 


Mills, Lund & Mann Agency 
Established in Chicago 


A new advertising and publicity 
organization, Mills, Lund & Mann, 
Inc., has been formed at 53 W. 
Jackson Blvd., Chicago 4. Princi- 
pals are Lloyd Mills, formerly of 
Schnell-Mills, Inc., president and 
business consultant; Malcolm Lund, 
formerly account executive of 
Young & Rubicam and director of 
advertising of United Wallpaper, 
vice-president, and Harold F. 
Mann, formerly vice-president of 
Repro Co., Cincinnati, and with 
Jahn & Ollier, Chicago, vice-presi- 
dent. 

Proctor M. Fiske, formerly a 
vice-president of Behel, Waldie & 
Briggs and Schnell-Mills, joins 
the new agency as a vice-presi- 
dent and account executive. Doro- 
thy Blaylock, formerly advertising 
manager of the educational depart- 
ment of J. B. Lippincott Co. and 
with Schnell-Mills, is on the cre- 
ative staff. 


De Vry Names Fisher V. P. 


Henry M. Fisher, manager of the 
New York division of DeVry Corp., 
motion picture sound equipment, 
and liaison representative in Wash- 
ington, D. C., has been promoted 
to vice-president in charge of 
sales and merchandising. He will 
make his headquarters at the home 
office in Chicago. 
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might have been. 


The Creative Wane Corner 


Of all the gift catalogs published at this time of year, 
one—in this Corner’s critical opinion—remains perennially 
head and shoulders above all the rest. 

It has been published in its present form for many years. 
Those of the modern school who feel that gifts should be 
pictured as well as described—in order to increase their 
desirability—may take issue with its manner of presentation. 
For there is not a picture in all its pages. Yet its manner of 
writing is such that illustrations are unnecessary. 

The school that holds for short copy, too, may take issue 
with its length. In this respect, you might say it is intended 
largely for those who wish to do their Christmas shopping 
early—which is not a bad idea. For, in a last minute rush to 
determine what gifts might best be given to those near and 
dear, as well as to friends and business acquaintances, a 
person is hard put to be as thoughtful and considerate as he 


For those interested in assembling their gift lists early 
and choosing, in time, the most appropriate things to give, 
The Corner recommends beginning this particular gift cata- 
log the very day after Christmas. For those shopping against 
the last minute, yet still eager to make the right selection, 
The Corner suggests three places in this lush, prodigious, 
incomparable catalog—Matthew, Book 7, Verse 12; Luke, 
Book 16, Verse 10, and John, Book 12, Verse 24. 


Quality Chekd Ice 
Cream Makers Aim 
at National Market 


CuIcaco—With countrywide 
distribution and national adver- 
tising their ultimate goal, mem- 
bers of the Quality Chekd Ice 
Cream Association will start a 
“round the calendar” campaign 
next year aimed at consumers in 
18 states. 

The promotional program, being 
completed now by Campbell-Mi- 
thun, Inc., involves a total ex- 
penditure of $300,000 by the 47 
members of the group, and will 
include newspaper copy, spot radio, 
point-of-purchase material and a 
strong store identification drive 
(AA, Sept. 27). 

The association, which hopes to 
achieve national distribution of 
Quality Chekd products in the 
next few years, and accompany it 
with national advertising in mag- 
azines and network radio, is con- 
sidering 15 to 20 prospective mem- 
bers, all of whom must agree 
to conform to the group’s speci- 
fications for product quality. Pre- 
sent sales territory of the inde- 
pendent ice cream makers extends 
from Pennsylvania to Arizona and 
from Michigan to Kentucky and 
the Carolinas. 


a To start the “round the calen- 
dar” campaign, the manufacturers 
will receive mats for 200 and 420- 
line newspaper ads; scripts for 20- 
second and one-minute radio spots; 
store displays; plans for uniform 
store identification, and a 1949 
production of specialties by all 
association members. Most of the 
smaller manufacturers will sche- 
dule their own newspaper and 
radio copy at the local rate, with 
Campbell-Mithun handling sche- 
dules, at the national rate, for only 
a few of the largest. 

Irving B. Weber, Sidwell Ice 
Cream Co., Iowa City, president 
of the association since it was 
formed in 1944, was reelected at 
the group’s recent annual meeting 
here. 


David Adams Rejoins NBC 
David C. Adams, vice-president 
and general attorney of RCA Com- 
munications, Inc., will resign Dec. 
31 to become assistant to Charles 
R. Denny, executive vice-president 
of National Broadcasting Co., New 
York. Mr. Adams at one time was 
assistant general counsel of NBC. 


Becker Joins Roush Agency 
Fred R. Becker, formerly adver- 
tising and sales promotion manager 
of the anchor division of Stratton 
& Terstegge Co., has joined L. W. 
Roush Co., Louisville and Nash- 
| ville agency, as account executive. 


Branded Furniture 
Group Holds First 


Annual Meeting 


New YorK—A. William Lind- 
holm, advertising manager of 
Drexel Furniture Co., Drexel, N. C., 
was elected president of the 
Branded Furniture Association at 
its first annual meeting held here 
on Dec. 6. The BFA for the past 
two years has held informal meet- 
ings during the “Chicago Markets” 
in January and July. It was de- 
cided at the July, 1948, market 
that a fall meeting should take 
place to formalize the organization. 

The four founding members— 
Drexel; Heywood-Wakefield Co., 
Gardner, Mass.; Mengel Co., Louis- 
ville, and Consider H. Willett Co., 
Louisville—agreed and met in 
September, 1948. At this meeting 
it was decided to invite other lead- 
ing organizations of the furniture 
industry to attend a meeting in 
New York in December. 

Aims of the new association are 
to study ways and means of in- 
creasing furniture and home furn- 
ishings sales through better ad- 
vertising, merchandising and pub- 
licity, to stress brand names, es- 
tablish a better understanding and 
appreciation on the part of re- 
tailers and the public and promote 
an exchange of ideas on the prob- 
lems and practices of advertising 
furniture. 

Other officers elected were: L. 
K. Hagaman, Mengel, Ist vice- 
president; C. B. Lugbauer, Hey- 
wood-Wakefield, 2nd vice-pres- 
ident, and Robert D. Berquist, 
Monitor Furniture Co., secretary- 
treasurer. Thirty-three furniture 
manufacturers were represented at 
the meeting. 


Puerto Rico Maps Rum Drive 


The Puerto Rican Industrial De- 
velopment Co. San Juan, will 
spend $750,000 between the begin- 
ning of 1949 and next summer ad- 
vertising Puerto Rican rum in the 
United States. McCann-Erickson, 
New York, will handle the account. 
Additional funds for fall and win- 
ter advertising will be made. Man- 
agement of the advertising pro- 
gram will be under supervision of 
Grafton B. Perkins, with Arthur D. 
Little, Inc., Cambridge, Mass., in- 
dustrial research and engineering 
organization which has served the 
Puerto Rico Industrial Corp. for 
several years. 


IPI Transfers Baxter 


Paul N. Baxter has ,been ap- 
pointed manager of the Los An- 
geles branch of International Print- 
ing Ink Corp. Ltd. of California. 
He takes over his new duties after 
18 years with IPI in the Midwest, 
most recently in the Chicago sales 
office. 
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Advertising Age, December 20, 1948 


Georgia Woman 
Plans Colossal 
Shopping Spree 


(Continued from Page 1) 
for developments. 

The second week in December, 
between 150 and 200 letters (Mrs. 
Belcher isn’t sure of the exact 
number) went to advertisers, 
chambers of commerce and some 
media. The letters announced a 
“cooperative-competitive advertis- 
ing plan.” 

“With $1,000,000 as a_ basis,” 
Mrs. Belcher wrote, “I have plan- 
ned a gigantic shopping trip into 
some of the shopping centers of 
the U. S. today...This trip will be 
conducted under the auspices of 
the advertising agency who will 
perpetrate the ‘cooperative-com- 
petitive advertising plan’.. .de- 
vised whereby an ordinary house- 
wife (myself) will spend a million 
dollars in an unbelievable number 
of days under certain rules and 
conditions...” 


a “This spending spree is to be 
conducted in the nature of an 
experiment to ascertain just how 
much influence current adver- 
tising has on the selections and 
purchases of an ordinary house- 
wife, if she were suddenly to 
have $1,000,000 to spend in a lim- 
ited time...The money necessary 
for this experiment is forthcoming 
from the manufacturers of items 
selected and approved for the 
shopping list, from chambers of 
commerce of those cities selected 
to shop in (and who will in turn 
extract same from hotels, res- 
taurants and other business men 
who will benefit by a visit of this 
shopping expedition to your city) 
...Money will be paid in remu- 
neration for advertising which will 
naturally result from publicizing 
this shopping trip, and from the 
further perpetration of the ‘co- 
operative-competitive advertising 
plan.’ ” 

Mrs. Belcher had picked her 
agency—‘“the Birdwell Advertis- 
ing Agency in New York City.” 
(Russell Birdwell & Associates, 
Inc., is a publicity and public re- 
lations organization. Its president, 
W. Ware Lynch, completely dis- 
claimed Mrs. Belcher, and never 
had heard of her, until inquiries 
from the letter began to come in.) 
= The Georgia housewife had 
thought up some angles: “Exclu- 
sive magazine rights will be 
granted to a magazine of nation- 
wide circulation; the leading news- 
papers of the nation will be in- 
vited to send their writers and 
photographers to cover this fea- 
ture, and further publicity will 
be arranged over the radio for 
those stores, cities and manufac- 
turers sponsoring this shopping 
spree.” Further, “there will be 
published a detailed account of 
every purchase made on this 
trip; where bought (city, store), 
the name of the manufacturer, 
full description of item, why it 
was selected, what influenced the 
selection, need for it and intended 
use, and direct reference to pre- 
vious advertising of same.” 

Mrs. Belcher, who described 
herself to AA as a 31-year-old 
housewife, was formerly a civil 
service worker in southern Army 
installations. Her husband, who 
drives a truck for an Albany, Ga., 
laundry, and she want to finance 
a nursery. 


= She copyrighted the plan in 
1946, and tried unsuccessfully to 
sell the idea in Atlanta “but the 
people said it was too big.” In the 
meantime, she told AA, she had a 
baby, and is just now getting 


around to promoting the shopping 


spree. 

How did she happen to pick 
Birdwell? “Well, his name was 
given to me as the biggest man in 
the advertising world.” She said 
Birdwell had no knowledge of 
the letters. Right now she was 
just waiting, she told AA, to hear 
what Mr. Birdwell had to say. She 
wasn’t going to send out any more 
letters until she heard. So far her 
reaction had been “50-50.” About 
half of the replies had “wished 
me all the luck in the world, but 
they have made up their advertis- 
ing appropriations for 1949.” The 
other half, she said, were inter- 
ested and wanted to be. advised 
about future developments. 

“The appeal of this advertising 
program,” she said in her letter, 
“lies in the deep, living curiosity 
of people in the ‘doings’ of their 
neighbors; and the fact that every 
person who does not have $1,000,- 
000 has, at one time or another, 
planned what he’d buy ‘if he had 
$1,000,000... The Cinderella as- 
pect of the poor housewife who 
suddenly has a million to spend... 
will also give glamour to this pro- 
gram, and the limited time allowed 
for spending the money will give 
it an air of ‘chance.’ The house- 
wife’s justification for some of her 
purchases will add hilarity and 
humor to this feature and give 
the whole thing a human touch.” 


a In New York, Mr. Lynch said 
she might well have to write to all 
the persons who got the original 
letter, explaining that Birdwell 
had nothing to do with the pro- 
posal. 

Russell Birdwell, who among 
other projects was in charge of 
“The Outlaw” publicity for How- 
ard Hughes, is resting in Dallas, 
Mr. Lynch said. The company no 
longer handles personalities, only 
corporate publicity. Any further 
action on the Cooperative-Compe- 
titive Advertising Plan would rest 
with Mr. Birdwell. 


New Britain Machine Boosts 
Four in Hand Tools Unit 


New Britain Machine Co., New 
Britain, Conn., has announced the 
following promotions in the hand 
tools division. George G. Wilcox 
has been promoted from factory 
manager to assistant general man- 
ager and E. J. Muldoon from sales 
manager of the New Britain line 
products to general sales manager 
of the division. 

Frank G. Vibberts Jr. has been 
transferred from handling the 
None Better and Husky lines to 
become assistant general manager, 
and P. C. Barks, who has been in 
charge of company warehouses, 
has been named in charge of the 
sales of the automotive line to na- 
tional automotive parts associa- 
tions. 


A. D. Lasker Featured 
in ‘Young America’ 


The Dec. 9 issue of Young Amer- 
ica, publication used as outside 
reading in grade schools, included 
a two-page spread featuring adver- 
tising, and based primarily on the 
life and activities of Albert D. Las- 
ker, famed adman who retired 
from the advertising business at 
the end of 1942, when Lord & 
Thomas, which he owned, was dis- 
solved. 

The article, headed “Father of 
Modern Advertising,” also repro- 
duced half a dozen early ads from 
the files of Town and Country. 


Mit-Shel Stamping to Kane 


Kane Advertising, Bloomington, 
Ill., has been named to handle the 
product advertising of Mit-Shel 
Stamping Mfg. Co., Quincy, IIL. 
originator of Nu-Airflo minnow 
bucket. Trade publications, news- 
papers and direct mail will be used. 


Lowe to Standard-Thomson 

Elaine Lowe, formerly with En- 
terprise Paint Co., Chicago, has 
been appointed assistant advertis- 
ing and sales promotion manager 
of Standard-Thomson Corp., Day- 
ton, aviation, automotive and pre- 
cision manufacturer. 


HOLLYWOOD HONORS LOOK—Florabel Muir, Variety, presents a scroll from the 
Hollywood Advertising Club to Jean Herrick, vice-president in charge of western 
operations for Look, in recognition of the magazine’s contribution to the motion 
picture industry through its annual Motion Picture Achievement Awards. Seated 
are Nathan A. Tufts, W. Earl Bothwell, Inc., and Rosalind Russell, movie star. 


FCC to Turn Down 
Paramount Video 
License Requests 


WASHINGTON—Ruling that Para- 
mount Pictures already exercises 
control over five television sta- 
tions, the Federal Communications 
Commission announced Thursday 
that it proposes to toss out pending 
applications from DuMont-domi- 
nated firms for additional tele- 
vision stations in Detroit, San 
Francisco, Boston, Cleveland and 
Cincinnati. 

The commission’s action, based 
on hearings held during April and 
May, hinges on a finding that Par- 
amount “controls” Allen B. Du- 
Mont Laboratories, Inc., holder of 
television permits in New York, 
Washington and Pittsburgh, and 
applicant for permits in Cleveland 
and Cincinnati. 

Paramount conceded its control 
of Balaban & Katz Corp., licensee 
of television station WBKB, Chi- 
cago, and Paramount Television 
Productions, Inc., permit holder 
of TV Station KTLA, Los Angeles. 
By denying its control of DuMont, 
it had hoped to push through an 
application of Paramount Tele- 
vision Productions, Inc., for facili- 
ties in San Francisco, New Eng- 
land Theaters, Inc., for Boston, 
and United Detroit Theaters, 
Inc., in Detroit, without breaking 
through FCC’s five-station limit 
for individual concentration of tele- 
vision licenses. 


s Accepting the recommendations 
of Jack P. Blume, trial examiner, 
the commission declared: “As 
long as Paramount remains the 
holder of all the Class B stock of 
the corporation and the second 
largest block of Class A stock, and 
possesses the rights which flow 
from such stock ownership, it does 
control DuMont within the con- 
templation of Section 3.640.” 

Commissioner Robert F. Jones 
concurred, but argued that Para- 
mount should have an opportunity 
to divest itself of its subsidiaries 
or of DuMont, “so the applications 
involved could be given compara- 
tive consideration.” Paramount 
retains the right to answer before 
the decision becomes final. 


Chrysler Promotes Strock 


George H. Strock has been ap- 
pointed to the staff of C. B. Tho- 
mas, president of the export divi- 
sion of Chrysler Corp., Detroit. Mr. 
Strock has been with the company 
since 1922 and served as secretary- 
treasurer of the export division 
from 1929 to 1935. 


Wylie and Lomas Join Esty 


Max Wylie, formerly program 
manager of Young & Rubicam, and 
Stanley A. Lomas, formerly with 
Newell-Emmett Co., New York, 


have joined the radio and tele- 
vision department of William Esty 
& Co., New York. 


Trade Paper Ad 
Costs Approved 
by Armed Forces 


(Continued from Page 1) 

ing is of great importance to trade 
and technical journals which de- 
pend for survival on advertising 
secured from firms which are 
likely to become engaged in de- 
fense work during periods of na- 
tional emergency. 

Since last spring, the military 
auditors have debated cost prin- 
ciples which would have entirely 
blacklisted advertising (AA, May 
17). Protests from the advertising 
and publishing world prolonged the 
debate, but as recently as two 
weeks ago the auditors were re- 
ported ready to bar all advertising 
other than help wanted ads and 
ads for surplus property disposal. 


# In final form, the principles rule 
out general media such as news- 
papers, radio and national maga- 
zines, with the possible exception 
of help wanted and surplus prop- 
erty disposal notices. Despite the 
closed door, however, the outcome 
is considered important to general 
media, for the fight against a flat 
ban on advertising, spearheaded 
by the National Association of 
Magazine Publishers, was predi- 
cated on fear that it might eventu- 
ally redound to the general disad- 
vantage during future dealings 
with the Bureau of Internal Reve- 
nue. 

The principles do not constitute 
a limitation on firms operating 
under competitive bid contracts, 
the kind commonly used in the 
purchase of brand name _ goods, 
large volume production items. In 
these contracts—the overwhelming 
majority of ordinary defense con- 
tracts—the services are concerned 
with total price rather than cost 
breakdowns. 

Nevertheless, the cost-type con- 
tracts involved, for research and 
supply work by commercial firms, 
total en estimated $5 billion. 


ws Actual scope of the trade and 
technical advertising provision in 
the cost principles is clouded by 
cross references. The amounts and 
types of advertising remain to be 
spelled out in procedural instruc- 
tions which each service will send 
to its contracting officers, and the 
rulings of the General Accounting 
Office as contracts come up for 
review. 

Commenting on the principles 
at a press conference Tuesday, 
Rear Admiral Frank Baldwin, 
chairman of the Armed Service 
Audit Coordinating Committee, 
said the principles appear to per- 
mit “a little more favorable” treat- 
ment of advertising in trade and 


technical publications than during 


57 


the war. He pointed out that other 
media never had status as “cost” 
and therefore lose nothing. ‘ 

He noted that the new provision 
no longer requires that the ads be 
justified solely as a means of sup- 
port for a publication important to 
the dissemination of know how in 
the contractor’s own industry. 


mw Specifically, the rules classify 
as allowable cost “advertising in 
connection with the disposition of 
facilities and of scrap and other 
waste materials and advertising 
in trade and technical journals.” 

But two cross references follow. 
The first states that all other kinds 
of advertising are unallowable. 
The second adds that “selling and 
distribution activities not related 
to the contract products” are not to 
be recognized. 

Commenting on this second limi- 
tation, E. T. Cook, assistant to 
Admiral Baldwin, told the press 
conference that this means that 
trade journal ads “must have a def- 
inite relation to the contract.” His 
remarks were interpreted as mean- 
ing that institutional copy in trade 
papers must refer to the client’s 
defense contract—assuming that it 
is not covered by military censor- 
ship—rather than his peacetim 
product. 

Elsewhere in the “principles,” 
the auditors ruled that no adver- 
tising should be considered in re- 
search contracts with non-commer- 
cial organizations, or in construc- 
tion contracts. 


Gillette Makes Bid 
for Gridiron Fans 
of 4 Bowl Games 


BostoN—To make sure of at- 
tracting football lovers from all 
sections, the Gillette Safety Razor 
Co. will sponsor New Year’s Day 
games over two networks at the 
same time. 

The Georgia-Texas meet in the 
Orange Bowl will be aired over 
CBS. At the same time, Gillette 
will be competing with itself as 
backer of the Oklahoma - North 
Carolina clash in the Sugar Bowl 
over ABC. 

Later in the afternoon, as pre- 
viously announced, the company 
will carry the Rose Bowl over Co- 
lumbia. Maxon, Inc., is the agency. 

Gillette also will air the Christ- 
mas Day Blue and Gray football 
classic over Mutual. 


NRDGA Selects Judges 
for Newspaper Ad Contest 


The National Retail Dry Goods 
Association, New York, has ap- 
pointed a jury to select the 100 
best retail newspaper ads of 1948. 
This year the contest has been ex- 
panded to include the _ direct 
sponsorship of the Newspaper Ad- 
vertising Executives Association. 
Winning ads will be exhibited at 
the NRDGA 38th annual conven- 
tion in New York in January. 

The judges are: V. Edward Bor- 
ges, president, Vincent Edwards, 
Inc.; James Doyle, advertising 
manager, Newark News; Monroe 
Green, advertising manager, New 
York Times; Kenneth Collins, 
vice-president, Burlington Mills 
Corp.; Dr. Charles M. Edwards, 
dean, New York University, School 
of Retailing; Ralf Shockey, eastern 
manager, Meyer-Both Co.; Roger 
Barton, editor, Advertising & Sell- 
ing; John Giesen, director, retail 
division, Bureau of Advertising, 
American Newspaper Publishers’ 
Association; Alfred Stanford, ad- 
vertising director, New York Her- 
ald Tribune. and Eldridge Peter- 
son, editor, Printers’ Ink. 


Raab-Meyerhoff to Dorland 


M. H. Raab-Meyerhoff Co., 
Philadelphia, manufacturer of 
men’s shirts, has appointed Dor- 
land, Inc., New York, to handle 
its advertising. 


Appoints Waterston 


Allen, Towne & Heath, Inc., book 
publisher, has placed its advertis- 


ing with Waterston Co., New York. 
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GAMA Appoints Gorman 

Sales Promotion Director 
Stanley C. Gorman has been ap- 

pointed sales promotion director 

of the gas water heater division of 

the Gas Appli- 

ance Manufactur- 


ers Association, 
New York. He 
will direct the 


most comprehen- 
sive cooperative 
sales, advertising 
and promotional 
campaigns ever 
developed for the 
automatic gas 
water heater in- 
dustry. 

.Mr. Gorman’s 
former affiliations include Rich- 
field Oil Co. as assistant to 
the vice-president in charge 
of sales and dealer promotion, and 
Southern California Gas Co., as a 


S. C. Gorman 


dealer promotion representative. In | 595 


addition he has owned and oper- 
ated his own gas appliance store. 


Box wraps bs 
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1422 W. 4th ST, MILWAUKEE 12, Wis. 
PHONE - MARQUETTE 98-2446 


Nielsen Figures on Top-Rated Shows 
Week of Nov. 7-13, 1948 


All figures copyright 
EVENING, ONCE-A-WEEK. 
TOTAL AUDIENCE 


Prev. Cur. Points 
Rank Program Rating Change 
1 1 Lux Radio Theater...... 32.1 +2.7 
2 2 Godfrey's Talent Scouts 26.0 +0.5 
3 3 Fibber McGee & Molly...25.9 +1.7 
4 > Te ee ca bhbedsccds 24.6 +2.4 
5 12 My Friend trma....... 23.6 +3.7 
6 6 Jergens Journal......... 23.1 +1.5 
7 4 Mystery Theater........ 215 +0.1 
8 9 Duffy's Tavern......... 21.3 +1.7 
9 14 Jdnek Bemny.:...cc.ccns 21.2 +0.7 
Ww — Your Hit Parade....... 20.9 _ 
u 23 Date With Judy........ 205 +2.5 
12 i  Sahapier: 20.4 +1.2 
13 42 Judy Canewa........... 20.3 +5.6 
4 cS eae 20.2 +3.5 
15 28 Truth or Consequences...20.0 +2.7 
16 1l_ Phil Harris-Alice Faye 
i ae 20.0 —0.4 
17 Er 19.9 +2.0 
18 25 Great Gildersieeve...... 199 +28 
19 10 Inner Sanctum......... 19.7 —0.8 
15 Charlie McCarthy....... 19.7 —0.3 


Dy I, og one és 0 ' 16.1 +09 
2 2 Edward R. Murrow...... 13.0 +1.2 
(En. dec bcnkeasewes 12.9 +1.7 
DAYTIME, 2 TO 5 A WEEK. 
1 5 When Girl Marries...... 12.2 +18 
2 1 Arthur Godfrey 
(Ligg. & Myers)..... 118 +1.2 
3 7 Backstage Wife......... 11.2 +1.1 
4 10 Young Widder Brown....11.2 +1.6 
5 2 Wendy Warren......... 11.1 +1.0 
6 4 Our Gal, Sunday....... 10.9 +1.1 
7 6 Right to Happiness..... 10.8 +0.5 
8 8 Ma Perkins (CBS)..... 10.5 +1.0 
+ Be” Pb ccccccccss 10.5 +1.2 
10 18 Portia Faces Life....... 10.4 +4+1.6 
1l 2 > Pre 10.3 +0.4 
12 9 Romance of Helen Trent..10.1 +0.8 
13 Oe: CE wccecescdave 10.1 +1.4 
14 12 Pepper Young’s Family..10.0 +0.3 
15 16, Lorenzo Jones.......... 9.7 +1.0 
DAYTIME, SATURDAY OR 
1 1 Armstrong Theater...... 13.0 —0.1 
2 4 Grand Central Station...12.7 +0.7 
3 7 David Harding Counterspy12.6 +1.8 
4 zE *». Pees 12.1 +0.5 
5 se | eee 11.8 +0.6 


NBC Saturday Night 
Listenership Is Up, 
A. C. Nielsen Finds 


Cuicaco—Although tthe first 
three positions on the latest Nielsen 
report are unchanged from the 
previous report (Lux Theater 
increased its lead to a comfortable 


-'| six-point margin), A. C. Nielsen 


Co.’s latest figures show a sur- 


‘| prisingly sharp upswing in Satur- 


the 
pro- 


day night listenership to 
National Broadcasting Co. 


WE HOLD , 44nd 


te We 


Local residents with a buying 


> 
y 
\ 
\ 


by A. C. Nielsen Co. 
15-60 MINUTE PROGRAMS 
AVERAGE AUDIENCE 


power ‘way above the average... 
visitors from everywhere...retail sales 
that are holding their own...and, 
increased employment over a year 
ago — these are the factors that make 
Florida’s lower east coast its No. 1 
market! And, we have the listeners, 
too...just check B. M. B. and Hooper! 


National Representatives 
GEORGE P. HOLLINGBERY CO. 


Southeast Representative 
HARRY E—E. CUMMINGS 


JAMES M. LeGATE, General Manoger 


5,000 WATTS - 610 KC - NBC 


All WIOD-AM programs 
WIOD-FM without 


extra 


are 
cost to 


duplicated on 
advertisers 


Cur. Prev. Cur. Points 
Rank Rank Program Rating Change 
1 1 Lux Radio Theater..... 24.9 +2.6 
2 3 Fibber McGee & Molly...20.4 +0.9 
3 2 Jergens Journal........ 20.4 +1.1 
4 2 Cen cane 64088 20.0 +28 
5 10 My Friend Irma........ 19.9 +4.2 
6 4 Godfrey's Talent Scouts..19.2 +0.7 
7 6 Mystery Theater........ 16.6 +0.3 
8 = } aa 16.6 +3.5 
9 Be BR bb. cu eect éoees 16.3 +2.3 
10 D Meee Mone iasaeees 16.2 —0.3 
ll > & eager 16.2 +0.2 
12 30 Truth or Consequences. 16.1 +3.5 
13 — Your Hit Parade....... 15.8 a 
14 26 People Are Funny...... 158 +1.5 
15 1l Duffy's Tavern......... 15.5 +0.5 
16 34 Life of Riley......... 15.1 +2.4 
17 17 Stop the Music (4th Qtr.) 14.9 +0.4 
18 51 Judy Canova........... 14.7 +43 
19 13 Phil Harris-Alice Faye 
De Udgheekcesss 141 —0.5 
20 21 Inner Sanctum........ 14.7 +0.6 
. 5-30 MINUTE PROGRAMS 
1 2 erry 125 +1.1 
2 BM aastdecocsacecs 108 +1.4 
3 4 Edward R. Murrow..... 10.1 +08 
15-30 MINUTE PROGRAMS 
1 4 When Girl Marries...... 10.4 +1.2 
2 5 Backstage Wife........ 10.1 +0.9 
3 10 Young Widder Brown.... 9.6 +1.2 
4 3 Our Gal, Sunday....... 96 +1.0 
5 8 Right to Happiness.... 95 +0.6 
6 1 Wendy Warren......... 94 +09 
7 7 Arthur Godfrey 
(Ligg. & Myers)..... 93 +0.7 
8 6 Ma Perkins (CBS)...... 93 +0.6 
9 ee YY Sere 93 +09 
10 16 Portia Faces Life...... 91 +1.4 
ll 9 Romance of Helen Trent..9.0 +0.9 
12 = ¢ ———erFPreeey 8.9 +01 
13 12 Pepper Young’s Family.. 8.9 +0.2 
14 | i eee 85 +1.0 
15 14 Guiding Light.......... 85 +08 
SUNDAY, 5-60 MINUTES 
1 2 Armstrong Theater...... 11.0 +1.0 
2 1 Grand Central Station...10.7 +0.5 
3 © Be Pils ccsccacsce 98 +1.0 
4 3 True Detective Mysteries..9.00 —0.2 
5 ee ff eee 86 +0.7 
grams. 
Procter & Gamble’s “Truth or 


Consequences” (8:30, EST, Satur- 
days), registered audience gains 
which have moved it from 66th 
to 28th position two weeks ago, 
and to 15th place on the present 
report. 

NBC’s Saturday night Lucky 
Strike “Hit Parade” (9 p.m., EST) 
moved from 49th spot three 
reports ago to tenth place on the 
current list. And the Judy Canova 
show (Colgate-Palmolive-Peet) at 
9:30, EST, on Saturdays, jumped 
from 52nd to 42nd to 13th place in 
the period represented by the last 
three reports. 


ws “Mr. District Attorney” (Bristol- 
Myers) slid from 8th to 34th 
position, while Lever Brothers’ 
“Big Town” bounced from 30th 
to 14th spot. “Date With Judy” 
advanced from 23rd to 11th place, 
and the Edgar Bergen-Charlie 
McCarthy show (Standard Brands) 
dropped from 15th to 20th place 
for the week of Nov. 7-13. 

The daytimers switched posi- 
tions, and all in the first 15 showed 
increased audiences, but no drastic 
shifts were reported. “When a Girl 
Marries” (General Foods) moved 
back into first position—the same 
slot it has occupied for ten of the 
past 13 reports. “Big Sister” (P&G) 
dropped a few notches, from third 
to 11th place, despite an increase 
in rating points. 

Total radio usage per home per 
day was 4.6 hours, about the same 
as a year ago but a gain of 5% 
over the last report. 


New Closing Dates Announced 


Field & Stream, New York, has 
announced new closing dates start- 
ing with the February issue. The 
closing date for black-and-white 
and two-color will be the 15th of 
the second month preceding date 
of issue, and for covers and in- 
serts, the first of the second month 
preceding date of issue. 


To Botsford, Constantine 
Catherine Bidelspacher, formerly 
on the media research staff of 
Compton Advertising, New York, 
has joined the media staff of Bots- 
ford, Constantine & Gardner, San 


Francisco. 
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STEELE SIGNS WITH GM—Ray Steele, television entertainer at WABD, DuMont 

television station in New York, signs with General Mills for five half-hour periods 

a week, Monday through Friday. At the desk with Steele are W. B. Cash, assistant 

advertising manager, grocery products (left), and L. H. Crites, director of media, 

General Mills. Standing (usual order): Russ Neff, radio and television director, 

Knox Reeves Advertising; Humboldt Grieg, sales director, DuMont television, and 
Ed Smith, director of radio and television production, General Mills. 


Price ‘Cold Type’ 
Weekly Newspaper 
Launched in Florida 


GULFPORT, FLA.—It took Ray- 
mond Price and George A. Wilson 
two years to perfect and install 
the first Price package printing 
plant, using a photoengraving 
method similar to that of the Perry 
operation at Ocala, but the first 
issues of their weekly newspaper, 
with new format, are now off the 
press. 

Mr. Wilson, a newspaper man 
for two decades, formed a partner- 
ship with Raymond Price, who 
was formerly in charge of the 
Perry plant, to demonstrate the 
practicability of the process for 
weeklies here in Gulfport. 

The Gulfport Citizen now uses 
an IBM electromatic typewriter in 
place of linotype machines for 
composition (except for ad copy 
which is hand set). The copy is 
then pasted up on master dummies, 
photographed, and the negative 
stripped on glass. 

Sensitized magnesium is placed 
beneath the negative, which rests 
on the printing frame, carbon arc 
lamps are focused on the copy and 
the magnesium is then etched in 
a nitric acid bath. The plates are 
then transferred directly to the 


press, without use of routing 
machinery, since the acid bath 
produces a deep etch. 

The first issue of the new paper, 
with eight pages, contained 24 
photographs. The cost per page is 
frequently less than $10—on the 
press and ready to run. Mr. Price 
estimates the investment in the 
complete equipment is substan- 
tially less than $5,000. 


To Industrial Publications 


Martin G. Reynolds, formerly 
space buyer for The Buchen Co., 
Chicago, and previously with the 
old Lord & Thomas agency for 
many years, has joined Industrial 
Publications, Inc., Chicago, pub- 
lisher of Practical Builder and 
Building Supply News. He will 
serve as advertising representative 
in the Midwest for both publica- 
tions, making his headquarters in 
Chicago. 


Cordley & Hayes Names Bowe 


Walter A. Bowe, formerly in- 
dustrial consultant on the staff of 
Walter Dorwin Teague, industrial 
designer, has been appointed di- 
rector of public relations of Cord- 
ley & Hayes, New York, water 
cooler company. 


E-Z-Est to Sherman & Shore 


E-Z-Est Product Co., manufac- 
turer of E-Z-Est silver polish, has 
named Sherman & Shore, San 
Francisco, to handle its advertising. 


start is now! 


THEY BUY LOCALLY 
IN OHIO 


and this includes over 1,500,000 daily readers 


of the 49 daily newspapers of the Ohio Select 
List. Here is a fast-growing market with more 
daily readers than there are people in all of 
Nebraska. Don’t neglect this over-the-average- 
income market. Fastest-growing market east of 
the Mississippi. And always remember an ex- 
panding market really brings better advertising 
returns. To reach these 1,500,000 daily readers, 
you must advertise locally and the time to 


SELECT LIST 
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Coin Machine 
Growth Seen, 
But Not ‘Boom’ 


(Continued from Page 1) 
director, told AA that his company 
has contracted with Bath Iron 
Works, Bath, Me., to complete 
production of 1,200 new 1,000-cup 
“Mix-a-drink” dispensers by next 
spring, to sell at $1,456 each. Spa- 
carb itself is manufacturing a 600- 
drink three-flavor machine, at 
$895, which it terms the lowest 
priced three-drink dispenser avail- 
able. 

This company, one of the ma- 
jor suppliers of the one-drink dis- 
pensers for Coca-Cola bottlers, 
also has a 50% or more interest in 
the operating field in such mar- 
kets as Washington, Philadelphia, 
New Jersey, New York, Long Is- 
land, Boston and Detroit. 

_ The beverage field it pioneered, 
said Mr. Houston, how has a to- 
tal of 85 companies contemplating 
eniry or actually producing models 
and machines. 


a C. C. Bradley & Sons, Syracuse, 
N. Y., which views prospects as 
bright for 49, is offering an auto- 
matic two-drink dispenser which 
serves the customer either a hot 
or cold cup drink—Nutri hot cho- 
colate, or Nutri-Cola with cherry 
flavor. Bradley, which manufac- 
tures its own machines, also pro- 
duces a standard two-drink dis- 
penser. 

Trade observers believe the 
coffee vendor is in for great ex- 
pansion, a view shared by Lloyd 
K. Rudd, president, Rudd-Meli- 
kian, Inc., Philadelphia, which be- 
gan test operations in that city in 
1946 and now has 2,000 Kwik-Kafe 
vending machines in operation. In- 
dependents handle this Jine, hut 
must buy a minimum of ten ma- 
chines, at $886.50 apiece, and must 
take a training school course in 
operation.’ Buyers also must pur- 
chase the Kwik-Kafe frozen coffee 
concentrate produced for the com- 
pany by Standard Brands. 

Rudd-Melikian, which will soon 
offer a counter dispenser as well 
as the floor models, uses weekly 
magazine space to help its fran- 
chised operators land profitable 
locations, as well as trade publi- 
cations and some local newspaper 
space. General magazines will be 
brought into the program next 
year, Mr. Rudd said. 


ws Another entry in this field is 
Bert Mills Corp., Chicago, which 
has a new coffee vending model in 
production and shipment, and 
which is taking orders for a new 
soup bar that offers a dime cup of 
soup, with a choice of three varie- 
ties. Mr. Mills sold his interest in 
Mills Industries, Inc., to other 
members of the family three years 
ago after an inventing spree that 
helped the company branch out 
from its gambling games to the 
automatic merchandising field. Af- 
ter a brief retirement, the 56-year- 
old executive got back into in- 
venting, and invested a sizable 
sum in perfecting his coffee vend- 
ing machine. 

One of the veterans in the cig- 
aret vending field, National Ven- 
dors, Inc., St. Louis, plans delivery 
next year of new electric push- 
button cigaret and candy consoles, 
with automatic change-makers. In 
trade publication space, National 
also is reminding operators that all 
postwar National cigaret mer- 
chandisers can be equipped with 
the new change-makers. It plans 
a training program for operators 
of the new electrically-operated 
machines. 


mw Rowe Mfg. Co., New York, 
which also is offering both elec- 


tric and manually-operated ciga- 
ret vendors, along with a Rowe 
Coin Master that ejects slugs, 
registers coins and makes change, 
will swing into action next year 
with a nylon stocking dispenser 
that provides a pair of nylon 
Gams hose for four quarters, and 
will back that private brand with 
advertising in fashion magazines 
and other national media such as 
Collier’s and The Saturday Even- 
ing Post. These dispensers are be- 
ing plumped as a “natural” for 
rail and bus stations, hotels, in- 
dustrial plants, schools, etc., and 
already have been tested success- 
fully in New York. Rowe merchan- 
dises through its own operators in 
25 cities and also supplies inde- 
pendent operators throughout the 
country. 


em Clarence Adelberg, Stoner Mfg. 
Corp., Aurora, Ill., a NAMA di- 
rector, told AA that he can see no 
recession ahead. There’s a need for 
equipment and while costs are 
holding back full development of 
the market, 1948 production has 
been “very good,” he said. Stoner, 
which marketed its first candy 
vending machines in 1937, will 
start shipping a new Univendor, 
with coin changer and mint and 
gum “column,” late next month. In 
April, delivery will start on a new 
penny gum vendor. Candy and to- 
bacco jobbers, it believes, are its 
best potential market for the 
months ahead. 

In the comparatively new book 
vending field, Automatic Book 
Vending Corp., New York, dis- 
played a $25 machine, the 
Book-o-Mat, which will give the 
customer a Pocket Books, Inc., 
volume for a quarter dropped in 
the slot. Franchised operators will 
pay 17¢ for the books, compared 
with 19¢ for newsstand sale, and all 
copies, soil-proof in the metal mer- 
chandisers, are returnable. Auto- 
matic has had ten of the machines 
in use in Cleveland for the past 
month, and hopes to develop an 
extensive market in department 
and chain stores, hospitals, apart- 
ment hotels, supermarkets, bus 
and rail terminals, etc. 


ws Convention exhibitors this year 
included a number of suppliers 
to the trade, with heightened ac- 
tivity especially by firms in the 
soft drink field, including Dr. Pep- 
per Co., Automatic Syrup Corp. 
(national distributor for syrups, 
cups and the Mills Automatic 
Fountain), Canada Dry, Coca-Cola, 
Green River Corp., Hires, Nehi, 
Sero Syrup Co. and Squirt Co. 

The association, which named 
Ford S. Mason, president and foun- 
der of Ford Gum & Machine Co., 
Lockport, N. Y., as its new pres- 
ident, expects to face its share of 
tax hurdles next year, with 44 
state legislatures scheduled to 
meet in regular session during 
1949 and municipal governments 
looking around for new tax sour- 
ces. It may set up state legislative 
chairmen through whom to chan- 
nel all tax affairs. It has already 
achieved notable success—defen- 
sively—in previous years with the 
claim that operators of automatic 
merchandisers are retailers and 
deserve just as fair treatment, tax- 
wise, as the merchant who operates 
without coin machines. 


CBS-TV Signs 2 Stations . 


Columbia Broadcasting System 
has added. two television affiliates 
—WKRC-TV, Cincinnati, and 
WFBM-TV, Indianapolis. The lat- 
ter is due on the air in March. 
WKRC-TV, the Cincinnati Times- 
Star station, will begin telecasting 
in April. 


Dobeckmun Promotes Cowan 


John M. Cowan, manager of 
market development, has been pro- 
moted to assistant director of dis- 
tribution of Dobeckmun Co., Cleve- 
land, specializer in the converting, 
printing and laminating of films, 
foils and papers. 


Christmas in the 
Air? WHBF Statt 
Will Tell You So 


Rock ISLAND, ILL.—They’ve can- 
celled the big Christmas staff party 
for WHBF this year, and not a 
soul is grumbling; in fact, there’s 
a new kind of Christmas spirit in 
the air. 

It started, unhappily, when 34- 
year-old Ray Hampton, the sta- 
tion’s sports director, died Dec. 2 
after a three-day illness. Unknown 
to the management, his co-workers 
decided on a different kind of 
“flowers” for their friend; they 
started a modest educational fund. 
Radio listeners and sport organi- 
zations in the quad-city area heard 
about the plan, and began sending 
voluntary contributions by mail 
and personal delivery. 

Then the staff had another idea. 
Why not ask the WHBF manage- 
ment to donate the money spent 


annually on the Christmas party? 
Les Johnson, station manager, 
agreed that it was an excellent 
idea and the celebration was called 
off. The WHBF girls added the dol- 
lars they planned to spend for their 
annual gift exchange. 

The Ray Hampton memorial 
fund, still growing, will help with 
a college education for four-year- 
old Becky Hampton and little 
Lynn, two. 


Fairchild Issues 1949 
British Export Directory 
Fairchild’s 1948-1949 British Ex- 


port Directory, just introduced by 
Fairchild Publications, New York, 


is being distributed to users and 
potential users of British mer- 
chandise throughout the United 
States end Canada. The directory is 
a joint effort of Fairchild’s 
European organization and its New 
York directory division. 

The more than 2,500 listings in 
the directory cover branches of 
the textile-apparel fields and a 
section on china and glassware. 
Approximately 75 advertisers have 
taken space in the initial issue. 


Poyntz Names Howard 


George E. Howard, formerly in 
the Toronto office of Harry E. Fos- 
ter Agencies Ltd., has been named 
radio director of Alford R. Poyntz 
Advertising, Toronto. 
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24-Sheet Announces 
Chariton, Ia., Boy 


CuariTron, Ia.—Robert E. Combs 
II is a big boy—nine pounds, in 
fact, at his birth Dec. 6. A boy like 
that deserves a big announcement. 

So his father, owner of Combs 
Outdoor Advertising Co. here, did 
things up right. He took one of his 
big outdoor boards and, using the 
recent 24-sheet Ford baby poster, 
told all Chariton about the blessed 
event. 

“It’s a BOY,” the poster reads. 
“Robert E. Combs II. Date: Dec. 6, 
1948. Weight, 9 pounds.” Saved 
money on postage, too, Mr. Combs 
Sr. pointed out. 


Form TV Commercial Service 


Ralph H. Whitaker Co., New 
York, and Holly Films, New York, 
will render a specialized service 
on television commercials on film. 
Holly Films will do the production 
and Whitaker will be in charge 
of sales and service. 


DISCUSS FORD ADVERTISING—J. Walter Thompson Co. execu- 
tives study new car preferences at a meeting in New York. 
Left to right: Frank Babcock, representatives on Ford parts, ac- 
cessories and service; Norman Strouse, head of the agency’s 


~ 
- a MOOT Hatin tne 


et Patra Which tommy 
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Detroit office; John Reeser, supervisor of field- operations on the 
Ford account; John Forshew, director of the agency’s New York 
consumer panel; George Richardson, representative on Ford 
trucks, and Henry Flower, associate director on the Ford account. 


Public Leans Away 
from OPA Controls, 


‘Barometer’ Reports 


New YorK—Psychological Corp. 
reported last week that the Psy- 
chological Barometer, a nationwide 
survey of urban population con- 
ducted at regular intervals since 
1932, shows a substantial swing 
away from OPA and price control. 

Some 5,000 interviews were 
made during the first ten days of 
November, with respondents asked, 
“What do you think would do 
most to keep prices down: the 
OPA and its price ceilings; or free 
competition by business without 
any OPA?” 

The results, compared with a 


Our deep rich black 
| wins the hearts of 
hard to please buyers 


similar study made early in 
August: 
Aug. Nov. 
FINE OFFSET PRINTING OPA and price 
ceilings 47.2% 415% 
Competition by 
The Veritone Co., 57 W. Grand Ave., Chicago Business 39.7% 445% 
Telephone Whitehall 5957 Uncertain 13.1% 14.0% 


GOOD ALL-ROUND MAN 


If you have a selling job to do 
in Birmingham, or North Ala- 
bama markets, WSGN is your 

man. He's a handy fellow to 

have on your side with 
special promotion, service 
and program tools that can 
help you do the job! 


WSGN — 


THE NEWS-AGE-HERALD STATIONS 
Birmingham 2, Alabama Headley Reed National Reps. 


Psychological Corp. believes 
“the lower the education and 
income level, the more likely 
people are to think well of the 
OPA and its price ceilings,” and 
cites in evidence that 52% of 
unskilled workers favor OPA, 
while only 33% of owners and 
managers, and 35% of white 
collar workers, favor it. 

Union members are more in 
favor of OPA than non-union, 
49% compared to 38%. 


WORKERS WANT WAGES 
GEARED TO PRICES 


New YorK—Factory Manage- 
ment & Maintenance said last week 
that a survey of non-supervisory 
workers finds that average factory 
workers want wages tied to cost 
of living, don’t intend to strike in 
1949 unless living costs rise, and 
have no suggestion on how their 
companies might reduce _ costs 
without cutting wages. 

The survey was conducted by 
McGraw-Hill Publishing Co.’s re- 
search department in 34 states 
containing 97% of the factory 
workers in the U.S. It shows, in 
part, that two workers in five 
believe that if production costs in 
their plants are cut, they would 
prefer wages to be raised, rather 
than having prices of products 
cut. Two workers in three have no 
suggestions of cutting costs with- 
out reducing wages. 

Factory thinks that management 
has failed to instill cost-conscious- 
ness in employes. 

About half the workers think a 
man should do only an “average” 
amount of work, and predict rate 
cutting and other disadvantages if 
anyone does more. The magazine 
noted that the men who answered 
“as much as he can” still number 
49%, the same percentage as in 
1946, but the number saying “an 
average amount” has grown from 
40% to 46%. 

One worker in six thinks his 
company charges too much for its 
products, and two in six believe 
the government should place a 
limit on company profits. 


Names Becker & Lush 


Becker & Lush, New Haven, 
Conn., has been named to handle 
the advertising and merchandising 
of Champion Laboratories, Inc., 
Meriden, Conn., manufacturer of 
Champ oil filters and refills. Maga- 
zines, trade publications and dealer 
aids will be used. 


‘Toast of the Town’ Filmed 


Emerson’s hour-long telecast, 
“Toast of the Town” is being 
filmed for WJBK-TV, Detroit; 
WGN-TV, Chicago, and KFI-TV, 
Los Angeles. This program, Co- 
lumbia’s highest rater, is a reg- 
ular Sunday night feature on the 
East Coast network and originates 
at WCBS-TV, New York. 


Sterling Drug Cuts 
into Radio forTV, 
Mags, Newspapers 


New Yorxk--Sterling Drug, 
which last week became the first 
major advertiser to back a day- 
time across-the-board telecast, is 
adding television at the expense of 
radio. 

Bayer aspirin, Lyons tooth paste 
and Phillips milk of magnesia are 
the products on the 30-minute 
audience participation program, 
“Okay, Mother,” heard daily over 
WABD at 1 pm., EST. Dennis 
James is master of ceremonies 
and Dancer-Fitzgerald-Sample the 
agency. 

James Hill Jr., president of the 
drug company, said Sterling will 
cut its radio budget by $1,000,000 
next year, the amount to go into 
newspapers, magazines and video. 


a “Faced with higher costs,” he 
said, “manufacturers and retailers 
alike require greater advertising 
effectiveness to push brand name 
products from the shelves across 
the counter to the ultimate con- 
sumer. Television promises to be 
a most important advertising force, 
if its development duplicates that 
of radio. Sterling will expect to 
sponsor many programs on a coast- 
to-coast basis when network tele- 
vision becomes available. 

“We believe, however, that Ster- 
ling can best serve the retailers 
as well as itself by keeping its 
advertising diversified by the 
continued use of newspapers and 
magazines, as well as air facilities. 

“At one time virtually all of 
Sterling’s advertising was con- 
centrated in radio, but we do not 
expect again to place entire 
reliance on a single medium.” 


Want Delivered Prices 


Wholesale Grocer News reports 
that 96.3% of the jobbers replying 
to the publication’s request for 
opinions on the question of de- 
livered prices voted in favor of de- 
livered prices, with 3.7% voting 
against them. 

The November issue of the pub- 
lication summarizes the majority 
sentiment with brief excerpts from 
letters received. Principal ob- 
jections voiced by correspondents 
are tallied. 


Brown to Venus Foundation 


Davida M. Brown, formerly as- 
sistant account executive of An- 
derson, Davis & Platte, New York, 
has been named assistant adver- 
tising manager of Venus Foun- 
dation Garments, Inc., Chicago. 


Morris Joins Guyman 

Dan H. Morris has joined Wil- 
liar E. Guyman & Associates, San 
Francisco, to head the company’s 
new house organ department. 


| Hollywood Could Do 
Better at TV Than 
New York: Sullivan 


Los ANGELES—“New York is not 
doing anything that couldn’t be 
improved upon by Hollywood,” 
declared Ed Sullivan, columnist 
and emcee of the “Toast of the 
Town” television show, at a press 
conference here marking the open- 
ing broadcast of a kinescope re- 
cording of the New York show. 

He defined his comment as ap- 
plying to such technical require- 
ments of television as photography, 
lighting, facilities and staging. His 
show, sponsored by Emerson Ra- 
dio & Television Corp., costs an 
estimated $9,000 a week, he said. 

From an entertainment stand- 
point, Sullivan said he had found 
comic and puppet acts go very 
well. Many singers do not go 
well because there is a lack of 
necessary action on the screen. 

The first Los Angeles telecast 
was over KFI-TV on Dec. 19, 
when it was also introduced in 
the Chicago and Detroit markets. 
In Los Angeles it will be heard 
again on KFI, Dec. 26, moving 
permanently then to KTTV, CBS 
outlet going on the air Jan. 1. 
Shows in all three markets will 
follow the live New York broad- 
cast by one week. The program 
will continue on the CBS eastern 
video network. 


Rejoins Industrial Rayon 


Bernard M. Lewy, who has oper- 
ated his own advertising agency in 
Cleveland for the past two and 
one-half years, has been appointed 
assistant sales manager of the 
cloth division of Industrial Rayon 
Corp., New York. He was with In- 
dustrial Rayon for eight years prior 
to his resignation as advertising 
manager in 1946. 


A Technique for 
Producing Ideas 
by 


James Webb Young 


Where do the moneymaking ideas 
come from—those ideas that make suc- 
cessful novels, radio programs, moving 
pictures, sales campaigns and business? 
James Webb Young, one of the highest 
paid idea men in the advertising busi- 
ness, set out to answer this question 
for his students at the University of 
Chicago. The result is a little book 
that you can read in an hour but will 
remember the rest of your life. In the 
simplest and clearest of language Mr. 
Young has succeeded in describing the 
way the mind works in all creative 
people. He gives you the formula 
which they consciously or unconsci- 
ously follow in producing ideas. He 
shows you how to train your mind so 
that idea production is, as he says, “as 


cars are produced.” Enthusiastically 
endorsed by sales managers, editors, 
college professors, poets, advertising 
men, salesmen and business executives 
who have read it. 


Send for your copy of A TECH- 
NIQUE FOR PRODUCING 
IDEAS now. Only $1 postpaid. 


Advertising Publications, Inc. 
100 E. Ohio Street, Chicago 11, Illinois 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 
Div. 915 
100 E. Ohio St., Chicago 11, Tl. 


Gentlemen: 


Please send me.......... copies of 
Technique for Producing Tieas.” 
closed is 
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ANPA, Four A's 
Unit Issues Manual 
on Newspaper Art 


New YorK—A manual on “The 
Proper Preparation of Art Work 
for Good Newspaper Reproduc- 
tion,” is ready for distribution to 
art directors, artists, photographers 
and all others who prepare art 
work for newspaper advertising. It 
is the first in a new series of stud- 
ies in this field to be issued by the 
American Newspaper Publishers 
Association and the American As- 
sociation of Advertising Agencies. 

The report is printed on news- 
print and examples of good and 
bad techniques are shown as they 
would appear in newspaper ad 
columns. 

A total of ten newspaper me- 
chanical experts and advertising 
agency production specialists are 
collaborating on the newspaper re- 
ports. Representing the newspaper 
publishers are Ben Dalgin, New 
York Times; Charles M. Kirk, De- 
troit News; Charles A. Frederick- 
son, Westchester County Publish- 
ers; Stanley Myers, Philadelphia 
Bulletin; Vernon Spitaleri, ANPA; 
R. W. Tranter, Boston Herald- 
Traveler. 

Representing the Four A’s are 
John F. Aldinger, Young & Rubi- 
cam, New York; George B. Dearn- 
ley, McCann-Erickson, New York; 
Ernest Donohue, Batten, Barton, 
Durstine & Osborn, New York; 
Erwin Miessler, Needham, Louis 
& Brorby, Chicago; Eli Gordon, J. 
Walter Thompson Co., New York; 
Henry Krieger, Honig-Cooper Co., 
San Francisco and Richard Turn- 
bull of the Four A’s. 

Copies of the manual may be 
secured without charge from the 
ANPA at 370 Lexington Ave., 
New York, or the Four A’s at 420 
Lexington Ave., New York. 


Christmas Sponsors 
Help AM-TV Spread 
Holiday Cheer 


New YorK—Christmas, like 
Thanksgiving, is something for 
the networks to be thankful for. 

Following CBS’ lead, NBC has 
found an advertiser to sponsor a 
full hour telecast over its East 
Coast television network. Hamilton 
Watch Co., through Batten, Barton, 
Durstine & Osborn, is the client. 
The time is 3-4 p.m., EST, Christ- 
mas Day. A highlight of the 
program will be a pickup from the 
Kingsbridge Veterans Hospital. 

Elgin National Watch Co. will 
present a two-hour gala revue 
over NBC’s AM network. J. Walter 
Thompson Co. is the agency. 

The local Chevrolet Dealers As- 
sociation of New York has joined 
Columbia’s list of Yule advertisers. 
The dealers, through Campbell- 
Ewald Co., will present a Christ- 
mas Eve telecast over WCBS-TV, 
New York. Bill Robinson heads the 
all-star cast for the 90-minute 
show. 

William Wrigley Jr. Co. will 
present a “Christmas festival” for 
Columbia’s radio and television 
audiences. The two-hour broadcast 
will be directed to the nationwide 
audience; the one-hour telecast will 
be carried on CBS’ East Coast 
network. Wrigley is placing the 
shows directly with CBS. 


Hickok Plans Feb. Drive. 


Hickok Mfg. Co., Rochester, 
will promote the complete Hickok 
line of belts, men’s jewelry, sus- 
penders, garters, wallets and other 
leather goods beginning in Feb- 
ruary. Color ads will appear in 
Collier’s, Esquire and The Satur- 
day Evening Post. Kastor, Farrell, 
Chesley & Clifford, New York, is 
the agency. 


Last Minute News Flashes 


Breckenridge Resigns from K&E 

NEw YorkK—Wilder Breckenridge has resigned as vice-president 
of Kenyon & Eckhardt to publish the Record-Star, a weekly of Oak- 
ville, Ont., which he has just acquired from George C. Atkins. For 
several years account executive on the fat salvage campaign, Mr. 
Breckenridge for the past year has handled the dealer part of the 
Lincoln-Mercury account. Before joining K&E in 1942 he was sales 
manager of the Bureau of Advertising, ANPA. 


Armour Plans Aggressive Ad-Sales Drive for ‘49 

Cuicaco—Armour & Co., whose chairman, George A. Eastman, last 
week reported an operating loss of nearly $2,000,000 for the fiscal year 
ended Oct. 30, has set up an aggressive advertising campaign for next 
year and will not reduce its ad budget. The program will aim at mer- 
chandising Armour products through a more closely coordinated ad- 
vertising and sales effort, and will cover introduction of several new 
items. Foote, Cone & Belding is the agency. 


Havens to Head Crosley Advertising 


CIncINNATI—V. C. Havens, formerly advertising manager, Olds- 


mobile division of General Motors, 


and more recently assistant to the 


vice-president for sales of Consolidated Vultee Aircraft Corp., San 
Diego, has become assistant to William A. Blees, general sales manager 
of the Crosley division of Avco Mfg. Corp. and vice-president of Avco. 
Mr. Havens will direct Crosley advertising. 


Finley, Hermes, Sullivan Named Federal V. P.s 

New YorK—Federal Advertising Agency last week named three new 
vice-presidents: George F. Finley, production manager and a Federal 
employe for 30 years; Frank Hermes, director of media, and Gilman 
Sullivan, account executive on Stromberg-Carlson. 


Cole Breaks Copy for New Swimsuit 

Los ANGELES—Cole of California will introduce the Esther Williams 
swimsuit with full pages in the January issues of Californian and 
Mademoiselle, May 1 issue of Vogue and May 23 Life. Foote, Cone & 


Belding here is the agency. 


‘Post-Intelligencer’ 
Opens $4,000,000 
Printing Plant 


SEATTLE—The morning Post-In- 
telligencer officially opened its 
new $4,000,000 plant Dec. 7 with 
a reception attended by Hearst 
officiais and newspaper publish- 
ers trom both the West Coast and 
New York. 

The new building occupies a 
square block at the edge of the 
city’s main business district and 
has 150,000 square feet of floor 
space. The first floor houses the 
advertising and circulation de- 
partments, mailing room, and an 
auditorium with 300 seats, stage 
and motion picture booth. 

The second floor is occupied by 
the editorial, art and photo depart- 
ments, library, accounting depart- 
ment and composing room. The 
pressroom extends from the base- 
ment through the second floor. 
Only one corner of the third floor 
is completed, to provide executive 
offices. Until the remainder of the 
work is done, the roof can be used 
for parking. 


a At the same time that the paper 
moved to its new quarters, it also 
adopted a new type face. The Post- 
Intelligencer now uses eight-point 
Regal on an eight and one-half 
point slug. 


Shulton Launches Drive 
Using 18 Magazines 

Shulton, Inc., New York, will 
jaunch a campaign to run from 
Jan. 9 through July 17 in 18 maga- 
zines, promoting Early American 
Old Spice, Friendship’s Garden and 
Desert Flower toiletries for women 
and Old Spice for men. A news- 
paper campaign will be added later 
in the year. 

‘Magazines to be used are: 
Charm, Christian Science Monitor, 
Collier’s, Esquire, Good House- 
keeping, Harper’s Bazaar, Ladies’ 
Home Journal, Life, Look, Parade, 
Redbook, Seventeen, The New 
Yorker, The Saturday Evening 
Post, This Week, True, Vogue and 
Woman’s Home Companion. Wes- 
ley Associates, New York, is the 
agency. 


Advances Lillian Parker 


Lillian Fletcher Parker, space 
buyer at Hixson-O’Donnell Ad- 
vertising, New York, has been 
promoted to media director of the 


agency. 


Majors Turn Down 
Request to Stop 
Net Baseball Shows 


Cuicaco—The major league 
magnates listened politely to mi- 
nor league proposals that radio 
and television programs of major 
league games be confined to the 
“home territory” of the majors, 
thus excluding network broad- 
casts—and then turned thumbs 
down on the idea at the annual 
business meeting of the major 
leaguers here last week. 

At its opening session, the Na- 
tional League rejected the minor 
leaguers’ proposal outright and the 
American League “tabled” the 
idea. Later in the week, George 
Trautman, president of the Na- 
tional Association of Minor 
Leagues, informally pointed out 
the damage which network shows 
cause to attendance at minor 
league games and asked the majors 
to approve the resolution passed 
by the minors at their Minneapo- 
lis meeting several weeks ago. 

The major league representa- 
tives listened, but remained uncon- 
vinced. As set up in Minneapolis, 
the proposed major-minor league 
agreement provided for the elim- 
ination of radio or television 
broadcasts of major league games 
by stations more than 50 miles 
from the ball park. 

Protests by radio stations, who 
claim that unwritten agreements 
of this nature violate the anti- 
trust laws, have been in the hands 
of the Department of Justice for 
some time. It is understood that 
the department is making prelim- 
inary investigations. Meanwhile, 
the minor leaguers continue to 
worry about next year’s gate re- 
ceipts. 


Esso’s Yule TV Message 
All ‘Mood and Music’ 


Esso Standard Oil Co.’s Christ- 
mas message to televiewers is all 
mood and music’ without a spoken 
word. The one-minute announce- 
ment, which is being aired in 11 
video markets, shows a picturesque 
village scene against a background 
of holiday music. 

Sponsor identification is achieved 
through a quartet of service sta- 
tion dealers, who “sing” the sea- 
son’s greetings from the com- 
pany’s yuletide highway poster dis- 

lay. Marschalk & Pratt, New Y 

the agency. 


CENTURY—This new package designed 
and made by Braun-Crystal Mfg. Co., 
highlights the first hundred years for 
Imperial Watch Co., New York. The 
transparent window front is permanently 
fixed into the frame and the watch is 
reached by opening the hinged back 
of the package. 


No Major Media 
Shifts tor Ford, 
But More TV Slated 


DEARBORN, Micu.—Ford Motor 
Co.’s advertising for 1949 will 
follow the general pattern set dur- 
ing 1948, J. R. Davis, vice-pres- 
ident for sales and advertising, 
has announced. No major shifts 
in media are planned, he said, 
but television appropriations for 
the year may be increased. 

More of the Ford dealer fund 
will go into selective radio and 
television next year, but the Fred 
Allen radio show will continue de- 
spite this expansion, Mr. Davis 
said. The Ford Theater—AM and 
TV—will be broadcast during 1949, 
with the television version to be 
scheduled more frequently “at 
such time as the occasion may 
warrant.” 

Lincoln-Mercury dealers plan 
stronger emphasis in local news- 
paper advertising. Appropriations 
for car and truck promotion will 
be “somewhat higher in’’49,” the 
advertising executive stated. 


JOLSON WANTS TAPE 

Los ANGELES—Despite press re- 
ports last week that Al Jolson 
plans to retire from radio, he isn’t 
going to—unless NBC refuses to 
allow him to do his show for 
“Kraft Music Hall” on tape. The 
show is heard Thursdays at 9-9:30 
p.m., EST, on the network, which 
so far has banned recorded shows. 

Al Jolson’s contract, which 
brings him $7,500 a week, does 
not expire until next June, and 
Kraft has an option for renewing 
it until June, 1950. 


Video Decision Postponed 


Athletic directors and faculty 
representatives of the Western 
Conference have postponed adop- 
tion of a standard policy on tele- 
vision until after the National Col- 
legiate Athletic Association meets 
in San Francisco Jan. 9. The action, 
taken at the Big Nine winter meet- 
ing in Chicago last week, results in 
deferral of decisions on such ques- 
tions as the desirability of stand- 
ardized rates, and whether films of 
games should be rented out for 
video purposes. At present, North- 
western, Illinois, Michigan and 
Ohio State permit video coverage 
of intercollegiate contests. 


Lever Schedules New Contest 


Lever Brothers Co., Cambridge, 
Mass., will launch a contest in 
early January for nine products 
with approximately $50,000 worth 
of prizes. Top prizes will be trips 
to Europe. Ruthrauff & Ryan, New 
York, will handle all advertising 
for this contest. 


Will Air ‘Queen for a Day’ 


Miami Margarine Co., Cincin- 
nati, for Nu-Maid margarine, will 
sponsor a quarter segment Tues- 
days and Thursdays of “Queen for 
a Day” over 245 southern Mutual 


ork, | stations, starting Jan. 4. Ralph H. 


Jones Co., Cincinnati, is the agency. 
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Whitaker, Baxter 
Will Direct AMA’s 
Health Plan Fight 


Cuicaco—The American Medi- 
cal Association has appointed Clem 
Whitaker and Leone Baxter, San 
Francisco public relations counsel, 
to direct its multi-million dollar 
campaign to defeat any govern- 
ment-sponsored health program 
(AA, Dec. 13). 

The choice of the San Francisco 
firm to direct the AMA public edu- 
cation drive was announced by Dr. 
George F. Lull, secretary and gen- 
eral manager of the AMA. Mr. 
Whitaker and Miss Baxter pre- 
viously handled the campaign , of 
the California Medical Association 
—a campaign which finally re- 
sulted in the defeat of Gov. Earl 
Warren’s compulsory health insur- 
ance plan. They have also been ac- 
tive in similar political and econo- 
mic drives. 


a The ten-man AMA planning 
committee, which will have the 
responsibility of supervising the 
program, already has held its first 
meetings, and the appointment was 
one of the results. Last week, Dr. 
Lull declared that the drive would 
be directed from Chicago and 
Washington offices and would 
dovetail with AMA headquarters 
policy and the association’s own 
public relations department. 

Mr. Whitaker and Miss Baxter 
are already at work on the detailed 
program plan, which will be pre- 
sented to the planning committee 
for its approval on Jan. 8, 1949. No 
details on the staff, requirements, 
methods of attaining the objectives, 
media to be used or themes of the 
campaign will be announced until 
after the January meeting. 

No mention was made, however, 
of the part that Theodore R. Sills 
& Co. would play in the education 
drive. The Sills organization was 
appointed to direct the association’s 
public relations program early this 
year and continues as counsel on 
matters of a general nature. 


Circulation Story 
in ‘Time’ Farcical, 
‘L. A. Mirror’ Says 


Los ANGELES—Virgil Pinkley, 
editor and publisher of the 10- 
week-old Los Angeles Mirror, an- 
grily denied a report in Time last 
week that the new tabloid’s cir- 
culation “had plummeted below 
the 100,000 guaranteed to adver- 
tisers’” and was “somewhere be- 
tween 75,000 and 35,000.” 

“These figures,’ Mr. Pinkley 
said, “are not only erroneous but 
silly and farcical.” 

He asserted that the Mirror’s 
average net paid daily circulation 
has exceeded 100,000. Further, “an 
internationally known firm of 
public accountants is now auditing 
the circulation and its report will 
be made public. 

“Significantly,” Mr. Pinkley said, 
“Time as is usually the case made 
no attempt to ascertain from the 
publisher, editor or business man- 
ager of the Mirror the actual net 
paid circulation figures, press runs 
or any other pertinent information 
dealing with actual circulation.” 


Anthracite Maps ‘49 Drive 
Anthracite Institute, New York, 
will spend $650,000 on an adver- 
tising campaign during 1949. Six- 
ty-six newspapers in the major 
anthracite markets will be used, 
supplemented by space in busi- 
ness papers. A smaller campaign 
will run in home and homecraft 
magazines. Ads will be 1,000 lines 
and 600 lines in newspapers and 
full pages in business papers. Copy 
will stress anthracite’s availability 
and automatic equipment advan- 
tages. J. Walter Thompson Co., 


New York, is the agency. 
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Kellogg Re-enters Radio 
with ‘Mother Knows Best’ 


Kellogg Co., Battle Creek, Mich., 
will test a new audience partici- 
pation program, “Mother Knows 
Best,” on 30 Pacific Coast CBS 
stations starting Jan. 8. The break- 
fast food manufacturer bowed out 
of the network radio picture a few 
months ago with the cancellation 
of Galen Drake and “Breakfast 
in Hollywood” on ABC. 

Warren Hull will be master of 
ceremonies for the program, which 
will be transcribed in New York. 
Kenyon & Eckhardt, New York, is 
the agency. 


Will Air Basketball Games 


P. Lorillard Co., New York, 
through Lennen & Mitchell, and 


Nedick’s, Inc., through Weiss & 
Geller, are sponsoring 10 Ivy 
League basketball games over 


WMGIM, New York. 
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Disc Production 
Begins Prompily 
As AFM Ban Ends 


(Continued from Page 1) 
for a special recorded greeting to 
President Truman. 


ws The agreement between AFM 
and the record producers creates 
a trust fund to be administered 
by a single trustee—Samuel R. 
Rosenbaum, Philadelphia attorney 
—to continue a free public music 
program in this country and Can- 
ada, sponsored by the federation, 
which provides work for unem- 
ployed musicians. 

Under its terms the participat- 
ing record companies will pay to 
the trustee on the sale of records 
produced or reproduced from mas- 
ter records recorded between Sept. 
20, 1943, and Dec. 31, 1947, and be- 
tween Oct. 1, 1948, and Dec. 31, 
1953, on the following scale: 1% 
for records retailing up to $1; 14% 
on $1-$1.25 records; 24%¢ on $1.25- 
$1.50 records; 5¢ on $1.50-$2 re- 
cords, and 24%%2% on records retail- 
ing for more than $2. 


a A scale of payments also is pro- 
vided for wire, tape and “other de- 
vices” used to record music for 
sale. 

The recording companies will 
pay into the trust fund immedi- 
ately one-third of the total esti- 
mated to be due on Feb. 14, 1949, 
the balance of this payment— 
covering the last three months of 
1948—being made on or before 
Feb. 14. Thereafter payments will 
be made semi-annually. 

The trustee will administer the 
fund by presenting live instru- 
mental music performances on a 
“no-admission” basis established 
by AFM, as a contribution to “pub- 
lic knowledge and appreciation of 
music.” 

In each half-year period Mr. 
Rosenbaum will spend for this pur- 
pose 90% of the funds at his dis- 
posal, paying instrumental musi- 
cians at the local union scale. 


a Mr. Rosenbaum will make semi- 
annual reports to the recording 
companies and the federation. He 
will be paid out of the trust fund. 


The amount of payment has not 
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been set. 

The agreement followed a ruling 
on its legality by the Justice and 
Labor Departments in Washington. 
Mr. Petrillo called the ruling and 
agreement “a very nice Christmas 
package—for the record industry, 
for our musicians and, most im- 
portantly, for the public.” 

As spokesman for the record 
makers, Frank K. White, president 
of Columbia Records, Inc., said that 
they were “gratified that. these 
negotiations have come to a mu- 
tually satisfactory and successful 
conclusion.” He expressed confi- 
dence in Mr. Rosenbaum’s ability 
to administer the trust. 

Milton Diamond, attorney for 
AFM, is credited with originating 
the plan. Record manufacturers at 
the meeting expressed belief that 
the plan would not increase retail 
prices of records. 


@ Since the creation of the re- 
cording and transcription fund in 
1943, through payment of royal- 
ties on records sold, Mr. Petrillo 
explained, a total of about $5,000- 
000 has been made available. In 
the past two years more than 20,- 
000 performances have been played 
—at veterans’ hospitals, civilian in- 
stitutions, teen-age dances for com- 
batting juvenile delinquency, and 
public concerts in parks and halls. 
More than 700 AFM locals have 
worked on the program. 

The manufacturers admitted that 
since the ban went into effect on 
Jan. 1 record sales have done 
badly. Estimates on 1948 retail 
sales, however, varied with indivi- 
dual executives from $200,000,000 
to $350,000,000. 

Some record makers are re- 
ported to have defied the ban and 
imports of “bootleg” records, made 
in Europe by American performers, 
are said to have been substantial. 

Companies which signed the 
agreement with AFM are Capitol, 
Columbia, Dana, Decca, De Luxe, 
King, Loew’s, Mercury, M-G-M, 
National Sound, RCA, Rainbow 
and Seva. 

Mr. Petrillo said that “We have 
an agreement ready for the trans- 
cription companies. All they have 
to do is to come in and sign it.” He 
expected enactment of a television 
scale “in the next few days.” 


Emerson Names Robbins, Lane 


Charles Robbins has been named 
vice-president in charge of sales 
of Emerson Radio & Phonograph 
Corp., New York. He formerly was 
sales manager. Edward Lane, for- 
merly merchandising director of 
Columbia Records, has been ap- 
pointed advertising manager of 
Emerson. 


Persil Appoints Thompson 

The Capetown office of J. Wal- 
ter Thompson Co., South Africa 
Ltd., has been appointed to handle 
the advertising of Persil, a Lever 
Bros. soap powder. 
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MARSHALL HAYWOOD 

CuIcaGo—Marshall Haywood, 63, 
formerly publishing director of 
Haywood Publishing Co., died Dec. 
8 after an extended illness. 

After his father’s death Mr. Hay- 
wood headed the Haywood Pub- 
lishing Co. in Lafayette, Ind., and 
later became executive head of the 
Haywood Tag Co., Lafayette. He 
continued to direct these firms 
after moving to Chicago 18 years 
ago, and acted as publishing di- 
rector of four publications which 
he pioneered—Packaging Parade 
and Shears, in the packaging field, 
and Electric Light & Power and 
Electrical Dealer. 

One of Mr. Haywood’s three 
sons, Marshall Haywood Jr., has 
succeeded him as head of the pub- 
lications. 


CLYDE H. BURLINGAME 
CuicaGo—Funeral services were 
conducted in Fort Lauderdale, Fla., 
Dec. 7 for Clyde H. Burlingame, 59, 
for the past 17 years vice-president 
in charge of sales for Blue Seal 
Food Products, Inc. He died while 
vacationing in the Florida city. 


MARSHALL HANKS 

ABILENE, TEx.—Marshall Ber- 
nard Hanks, 64, publisher of the 
Abilene Reporter-News, died Dec. 
12 of a heart attack. He also was 
president of Station KRBC, Abi- 
lene, and was associated with 
Houston Harte of San Angelo, Tex., 
in a number of other newspaper 
and radio interests in the state. 


DAVID A. HAYES 

San Dreco, CaL.—Funeral ser- 
vices were held here Dec. 13 for 
David A. Hayes, 62, secretary- 
treasurer of Hayes-Lochner, Inc., 
Chicago advertising typographer. 
Mr. Hayes, who was one of the 
founders of the company 22 years 
ago, died Dec. 10 in La Jolla, Cal. 


RENE PEPIN 


CINCINNATI—Rene Pepin, 47, for- 
mer magazine and agency research 
director, died here Dec. 9. He 
served as research chief of House- 
hold for several years before mov- 
ing here three years ago. Mr. Pepin 
was director of research for Stock- 
ton, West, Burkhart, Inc., Cincin- 
nati agency, and later a distributor 
of the “Nutrilite Food Supple- 
ment.” 


JOSEPH P. THOMAS 

Norwoop, O.—Joseph P. Thomas, 
president of U. S. Printing & Litho- 
graph Co., died Dec. 9 after a 
lengthy illness. Mr. Thomas, who 
was 55, had been a hospital patient 
since last June. 

He was associated with the litho- 
graphing company since 1929, 
when the Norwood company took 
over the Theodore A. Schmidt Li- 
thographing Co., Chicago. He was 
named vice-president of U.S. 


| Printing in 1939 and assumed the 
presidency later in the same year. 


A. W. MARGILETH 


CrincinnaTI—Adolph W. Margi- 
leth, 64, advertising consultant and 
formerly with the Cincinnati En- 
quirer’s advertising staff, died Dec. 
7. He formerly headed the Margi- 
leth Advertising Co. and Techni- 
cal Service Corp., becoming a pri- 
vate consultant in 1932. 


MEREDITH MARTIN 


ATLANTA—Meredith P. Martin, 
retired newspaper representative, 
died Dec. 12 in an Atlanta hospi- 
tal. Mr. Mariin opened the southern 
office of John Budd Co. here in 
1919 and served as manager until 
last January, when he retired be- 
cause of ill health. 


EDWARD H. MAXWELL 

Los ANGELES—Edward H. (Ted) 
Maxwell, 49, NBC’s first produc- 
tion manager in Los Angeles, died 
at his home Dec. 8. The veteran 
producer, writer and actor had 
served as production manager for 
NBC in San Francisco from 1927 
to 1932. 


PAUL C. HOWE 


BENNINGTON, Vt.—Paul C. Howe, 
48, publisher of the Banner here, 
died of a heart attack Dec. 8 on 
the 45th anniversary of the estab- 
lishment of the newspaper as a 
daily. 


ARTHUR FAILMETZGER 

New York—Arthur A. Failmetz- 
ger, for the past 18 years a sales 
representative for McCandlish 
Lithograph Corp., Philadelphia, in 
New York, died Dec. 10 of a heart 
attack, while returning here from 
a trip to the company’s home of- 
fice. 


Washington Admen to Judge 
Inaugural Display Contest 


Four members of the Advertis- 
ing Club of Washington will serve 
as judges for the store window 
display contest being conducted by 
the 1949 inaugural committee as 
part of the inaugural week events 
planned for next month. 

Medals for the display manager 
of the department store and the 
“smaller store” with outstanding 
windows will be awarded, accord- 
ing to Ben Strouse, general mana- 
ger of Station WWDC, chairman 
of the store window display com- 
mittee. 


Ronson Will Sponsor 
Johnny Desmond Show 

Ronson Art Metal Works, New- 
ark, will begin a new five-min- 
ute program series, starring 
crooner Johnny Desmond, Jan. 9 
over Mutual Broadcasting Sys- 
tem. Cecil & Presbrey is the 
agency. 

“Twenty Questions,” a half-hour 
quiz program, is Ronson’s cur- 
rent attraction on Mutual. 
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EW WILSON CONTAINER—Ted Tedeschi, advertising and sales promotion manager 
| pf Wilson and Co.’s West Coast operations, goes over its new margarine carton 
ith R. E. Davis, head of the Los Angeles margarine division. The circus animal 

effect at the right is achieved by turning the carton inside out. 


ilson ‘Circus’ 
Plugs Margarine 
on West Coast 


Los ANGELEs—“Stupendous, co- 
ossal, gigantic” appear the proper 
djectives for a campaign opened 
here -yesterday (Dec. 19) by the 

est Coast division of Wilson & 
ro., Inc., for its Wilson Certified 
Margarine. 

Frankly designed for “kid ap- 
peal,” the campaign is based on a 
redesigned carton, on the inside of 
which Wilson has reproduced full- 
rolor drawings of “exciting ani- 
mals, sideshows, funny clowns and 
pther features of ‘the greatest show 
pn earth.’ ” 

By re-folding the carton inside 
put, a circus or wagon show is 
formed. A variety of different cir- 
rus features will be available as an 
incentive to collect the cartons. 

Although the carton and some 
oint-of-purchase material are be- 
ow introduced in northern Cali- 
ornia, Salt Lake City and Phoenix, 
dvertising will be concentrated 
in southern California at the out- 

t. 


The campaign will be one of the 
ost intensive yet undertaken by 
ilson on the Coast. For newspa- 
er advertising, a special comic 
trip character, “Bud Wilson,” has 
een created as the lead character 
n a regular Sunday comic strip. 
tory of the strip will be Bud 
ilson’s capture of wild animals 

r Wilson’s Margarine Circus. 

The strip will run each Sunday 

the Los Angeles Times, with the 

rst insertion appearing Dec. 19. 

he strip will tie in with the cir- 

us features in the cartons. Typi- 
al titles will be “Bud Wilson cap- 
ures the Man-Eater of Malaya,” 

“Bud Wilson captures the White 
onarch of the Arctic,” “Bud Wil- 
on captures the Giant of the Bel- 
ian Congo.” 

Discussing the strip, F. Ted Te- 
deschi, advertising and sales pro- 
motion manager for Wilson’s West 
Coast operations, stated, “These 
comic sequences have been built 
primarily for high readership, with 
the emphasis placed on interesting 
theme, stirring continuity, thrilling 
escapes, and successful captures.” 


® The company will also use its 
participating program, “Chef Mi- 
lani Says,” on KMPC, Los Ange- 


les, Monday through Friday, 9:30 
to 9:45 a.m., to boost the mar- 
garine, beginning today, Dec. 20. 
Starting in January, radio spots 
will be used on a number of sta- 
tions here. These will feature a 
calliope background, circus sound 
effects and barker copy to carry 
the flavor of the circus. 

Pacific Indoor Advertising will 


be used to obtain display of cards 
showing two views of the carton, 
the new outside look and the in- 
side circus picture. The cardboard 
case in which the margarine is 
shipped is imprinted with copy 
about the Margarine Circus. 

The trade was informed of the 
campaign by a four-page, full- 
color insert appearing in the Dec. 
10 issues of the Commercial Bulle- 
tin and Southern California Gro- 
cers’ Journal. 


® A continuing publicity program 
covering each phase of the promo- 
tion is planned as an essential part 
of the campaign. In cooperation 
with Nassbro Studios, scenes, props 
and live animals from the new Ab- 
bott and Costello picture, “Africa 
Screams,” will be used for au- 
thentic background for publicity 
pictures. A series of circus stunts 
is also planned. 

Efforts will be directed to chil- 
dren’s organizations and schools 
to introduce the animals and char- 
acters for their educational value. 
Mr. Tedeschi points out that “va- 
rieties of animals, wagons, side- 
shows, the whole galaxy of circus- 
land has been captured to sustain 
the interest of kids. Great atten- 
tion has been paid to correctness 
in every detail of the circus repro- 
ductions. A thumbnail sketch is 
given on the inside flap of each 
carton telling about each animal’s 
habits, his tricks and traits, his 
size, his speed, his cunning.” 

To create further interest among 
children, each animal or person- 
ality has been given a nickname 
like “Ted the Tiger,” “Louie the 
Lion,” “Boris the Bear,” “Katy the 
Kangaroo,” “Bart the Barker.” 

The campaign was created by 
Wilson’s Pacific Coast office, under 
the direction of Mr. Tedeschi, and 
its agency, Davis & Co., Los An- 
geles. 

It is said here that it is not 
planned to extend the campaign 
east of the Rockies. Ewell & Thur- 
ber Associates, Chicago, handles 
Wilson advertising east of the 
Rockies. 


Benny, Winchell, Others 
Getting Alaska Airing 


Jack Benny and Walter Win- 
chell will be heard over the five- 
station Alaska Broadcasting Sys- 
tem starting Jan. 2. American To- 
bacco Co., through Batten, Barton, 
Durstine & Osborne, and Kaiser- 
Frazer Corp., through William H. 
Weintraub Co., have bought time 
for the programs in Anchorage, 
Fairbanks, Juneau, Seward and 
Ketchikan. 

Other advertisers recently added 
to the Alaska network’s list of 
clients are Thomas J. Lipton, Inc., 
for Arthur Godfrey’s “Talent 
Scouts,” through Young & Rubi- 
cam; Carter Products, through Ted 
Bates & Co.; Chrysler Motors, 
through McCann-Erickson; Gil- 
lette Safety Razor Co., through 
Maxon, Inc.; Scandinavian Air- 
lines, through Wendell P. Colton 
Co., and Union Oil of California, 
through Foote, Cone & Belding. 


Dec. 27-29. American Market- 
ing Association, winter conference, 
Allerton Hotel, Cleveland. 

Jan. 7-8. New England Sales 


Management Conference, 10th 
annual meeting, Hotel Statler, 
Boston. 


Jan. 17-19. Newspaper Adver- 
tising Executives Association, an- 
nual convention, Edgewater Beach 
Hotel, Chicago. 

Jan. 23-26. Advertising Asso- 
ciation of the West, midwinter 
conference, Santa Barbara, Cal. 

Feb. 14-15. Inland Daily Press 
Association, 65th midwinter meet- 
ing, Congress Hotel, Chicago. 

April 6-12. National Association 
of Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 

April 20-22. National News- 
paper Promotion Association, an- 


nual convention, New York. 

May 20-21. International Affil- 
iation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual confer- 
ence, Congress Hotel, Chicago. 


Turner Hall Names Cohen 


Turner Hall Corp., New York, 
has appointed Harry B. Cohen Ad- 
vertising Co., New York, to handle 
advertising for Eska cold wave. 
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ment heads .. . 
mental and pass-along readership . . . 
of architects with active hospital work on their boards . . 
several other important and exclusive advertising values not shown 
on ABC reports! Write for details today! 


» 


total net paid ABC circulation in our history 


total hospital circulation in our history 


advertising income in our history 


number of advertisers in our history 


The Only Hospital Publi- 
cation which is a member 
of both the ABC and ABP 


100 E. OHIO ST. 


AS THE BEST MEASURE OF EDITORIAL VITALITY 
IN THE FIELD, NOTE THAT 1948 HAS BEEN THE 


BIGGEST YEAR 


ABC hospital circulation in the United States ever attained by any 
publication in all history! 


. deepest penetration of the hospital market because 75% of 
hospital superintendent subscribers route the book to their depart- 
plus editorial format designed to stimulate depart- 
plus most efficient coverage 
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YOUR RETAILER 
_ AND ITS MY INNING © 


Tes not long ago when I came hat in hand >» I want to know the SELLING POINTS of your 
to get some merchandise . . . but I understood, and was patient. merchandise so I can sell my clerks, who do the 
selling to the public. You can’t tell me these things 


: oe 
It’s not long ago when your consumer advertising in @ connaner od 


was a mixed blessing to me. . . consumer demand 


was not my problem. p> I want INFORMATION ON DELIVERIES so I 
, iach can plan my own promotion schedule. You can’t 
It’s not long ago when I could re-sell anything | tell me that in a consumer ad 
could lay my hands on... but no more! ‘ 
Things have changed for me and I hope you are The one place where you can best tell me these things _ 
re-evaluating your own position. Please recall how is in my own industry’s trade publication. ‘as 
complacence fooled many people in the last election. I read my Haire specialized trade publication regularly 
Of course, your consumer advertising will mean much to me now from cover to cover every month. That’s where I get my F 
because consumer demand is no longer breaking down basic “‘know how” on merchandising, trends, products a 
my doors. But, that’s only part of the problem. resources and everything that contributes to c ie ucting = ee 


I need MORE help from you, if we are both going 


to do business. retail operation successfully. The Haire publication is where 


I look for the manufacturer’s message to me. That’s whe 
Along with your WHIZ product, I am now getting PS oe gas 


saan ; he can speak my language. That’s where he can win 
lenty of your competitors’ nationally advertised — ee 
si alia PING and WH AM products. my confidence and loyalty to his product. Need I say more! 


Frankly, I don’t relish being an order-taker any longer— 
and I want my clerks to sell intelligently, too. I have pride 
in the reputation of my store. With my trained help 

and the traffic my store commands, I[ can select and sell 

the product most advantageous to me. 


Here's the information I need from you, Mr. Manufacturer*: 


| >I want to know your PRICES AND TERMS. Specialized Merchandising Magazines 


pe pag thagd cong! ype dain own. You can’t + HOUSE FURNISHING REVIEW - HOME FURNISHINGS MERCHANDISING 
. I want to know what SALES TRAINING MA- + LINENS AND DOMESTICS - CROCKERY AND GLASS JOURNAL 


TERIAL AND PROMOTIONAL AIDS you can 


give me to help sell your product. You can’t tell » CORSET AND UNDERWEAR REVIEW + FASHION ACCESSORIES 


me that in a consumer ad. + INFANTS’ & CHILDREN’S REVIEW + HANDBAG BUYER 
I t the inside d on the lity of 7 

> pe : nd basic non-glamour DESCRIPTIONS + LUGGAGE & LEATHER GOODS « NOTION AND NOVELTY REVIEW 
AND ILLUSTRATIONS. You can’t tell me these + AIRPORTS & AIR CARRIERS » COSMETICS AND TOILETRIES 


' things in a consumer ad. | 
More Effective because They're More Sell-ective 


* Based on Surveys among Retailers 
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Tes not long ago when I came hat in hand >» I want to know the SELLING POINTS of your al 


to get some merchandise . . . but I understood, and was patient. merchandise so I can sell my clerks, who do the for t 
selling to the public. You can’t tell me these things visior 


in a consumer ad. 


It’s not long ago when your consumer advertising 
was a mixed blessing to me. . . consumer demand 


was not my problem. p> I want INFORMATION ON DELIVERIES so I 
‘ can plan my own promotion schedule. You can’t 
It’s not long ago when I could re-sell anything | tell me that in a consumer ad 
could lay my hands on... but no more! 
Things have changed for me and I hope you are The one place where you can best tell me these things 
re-evaluating your own position. Please recall how is in my own industry’s trade publication. 
complacence fooled many people in the last election. I read my Haire specialized trade publication regularly 
Of course, your consumer advertising will mean much to me now from cover to cover every month. That’s where I get my 
because consumer demand is no longer breaking down basic “know how” on merchandising, trends, products, 


my doors. But, that’s only part of the problem. 
I need MORE help from you, if we are both going 
to do business. 


resources and everything that contributes to conducting a 
retail operation successfully. The Haire publication is where 
I look for the manufacturer’s message to me, That’s where 


Along with your WHIZ product, I am now getting he can speak my language. That's where he can win 


lenty of your competitors’ nationally advertised 
— PING and WH AM products. my confidence and loyalty to his product. Need I say more! oe 
Frankly, I don’t relish being an order-taker any longer— Th 
and I want my clerks to sell intelligently, too. I have pride e 
in the reputation of my store. With my trained help 
and the traffic my store commands, I can select and sell 
the product most advantageous to me. 
Here's the information I need from you, Mr. Manufacturer*: Gietaleal Mechendisins M s 
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